











Profits With Tastier 
H-R KOLA 


It's the difference in H-R KOLA that 
makes the difference between get- 
ting the cold shoulder or a warm 
welcome from the dealers you call on. 


H-R KOLA is laboratory and consumer tested for consistent, unsurpassed flavor. 
That means consistent, repeat business for retailers . . . and for you. 


H-R KOLA is a product of 35 years experience in the manufacture of superior 
syrup products. Your confidence has been earned by the standards we've 
maintained. 


H-R KOLA’S quality ingredients make a zippy, zestful kola drink that's 
playing “demand performances” wherever it's introduced. 


Here’s your chance to catch more kola profits with that sure-fire business 
builder, H-R KOLA concentrate. Write today for details. 


THE SYRUP PRODUCTS COMPANY 


“Seruing the bottler since 1915" 8 Baltimore 2, Maryland 
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TALK OF THE TRADE 


Price Order Held Up; OPS Insisting On Rollback 


Provision; A.B.C.B. 


Issuance of: the long-awaited “tailor-made” price 
order for the beverage industry, which would allow 
bottlers to increase the price on smalls to at least 96c 
per case, and raise their bottle deposits, was “held up” 
last month pending settlement of a sudden demand by 
OPS to include a “rollback” provision in the new order. 
(Latest report is that the price order will be released 
“any day now.” ) 

OPS officials recalled The Soft Drink Industry Ad- 
visory Committee to Washington on June 5 to discuss 
its new proposition. The OPS position is that an order 
permitting upward price adjustments from the “freeze” 
level must also contain provisions for rollbacks to a 
specified level in those instances where excessive in- 
creases were made after the start of hostilities in 
Korea. 

Industry leaders, on their part, endeavored to con- 
vince OPS that any changes which have taken place in 
the trade’s pricing structure have not resulted from 
any attempt to take advantage of inflation caused by 
the national emergency. A.B.C.B. backed up the Indus- 
try Advisory Committee’s stand in a special communi- 
cation to O. W. Woods, Chief of the Grocery Products 
Branch of OPS. The association warned that “any 
general application of a price roll-back requirement 
... is certain to be inequitable and cause extreme 
hardship.” 

A.B.C.B. pointed out that “competition is a most 
important factor in the pricing difficulties of the in- 
dustry,” and “the same competition will continue to be 
a factor in the industry’s pricing practices whether 
there are controls or not. This means that variations 
within the industry from price levels which may pre- 
dominate in most of its selling areas are the direct 
result of factors in the individual business, or in the 
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area, which justify and require such levels as the basis 
for survival.” 

As of this writing, the date of issuance of the order 
is still uncertain, but informed opinion is that it will 
include a rollback provision. 

Supporting this belief is the fact that top OPS 
officials held a series of conferences last month to de- 
velop methods of carrying out the industry earning 
standards announced in April by Economic Stabilizer 
Eric Johnston. 

Under Mr. Johnston’s directive on earning stand- 
ards, ceiling prices for ‘an industry shall be considered 
‘generally fair and equitable’ under the Defense Pro- 
duction Act if the dollar profits of the industry amount 
to 85°, of the average for an industry's best three 
years during the period 1946-49, inclusive.” 

Meanwhile, there was growing agitation in the in- 
dustry, particularly on the West Coast, that soft drink 
ceiling prices be established on an area basis. N.B.G.’s 
Pacific correspondent has reported that the California 
and Nevada Manufacturers of Carbonated Beverages 
is strongly opposed to the idea of a national ceiling, 
instead is campaigning for area price ceilings tailored 
to cost and other economic conditions existing in each 


area. 


Price-Fixing Charge Filed Against 
Seven Springfield (Mo.) Bottlers 


Seven Springfield, Missouri bottlers have been 
charged with attempting to fix prices in suits recently 
filed against them by J. E. Taylor, Missouri Attorney 
General. Taylor asked that their right to do business 
in Missouri (the extreme penalty under the state’s 
anti-trust statutes) be forfeited, or that they be forced 





to pay a fine and be restrained from continuing to 
participate in price conspiracy. 

The bottlers involved in the suits are: Brown Bot- 
tling Co., Inc., Dr. Pepper Bottling Co., Grapette Bot- 
tling Co., Nehi—Royal Crown Cola Bottling Co., Nu- 
Grape Bottling Co., Seven-Up Bottling Co., and Pepsi- 
Cola Bottling Co. 

Taylor charged that these bottlers became members 
of an agreement and understanding “in restraint of 
trade and competition” in the sale of soft drinks in 
Missouri. 

The bottlers, however, were reportedly “stunned and 
surprised” by the suits. Mrs. Gladys Buckner, presi- 
dent of the Nehi—Royal Crown Cola Bottling Co., was 
quoted as saying: “I don’t see how they get that.” 

Dr. C. E. Feller, partner in the Pepsi-Cola operation, 
was reported to have said that there was no “iron-clad 
agreement” on the raising of prices, and that there 
was no “written agreement.” He said, however, that 
the bottlers all raised prices on the same day “along 
in November or December.” 


National Beverage Exposition Will 
Probably Be A “Sell-Out” 


A.B.C.B. offered indication last month that the forth- 
coming National Beverage Exposition, to be held in 
conjunction with the National Convention, Nov. 12-15 
in Washington, D. C., will be a “sell-out.” 

The national association reported that 116 of the 
204 exhibit spaces available for the 1951 Big Show 
have already been claimed, although only one-third of 
the supply houses (those having priority space rights) 
had been contacted. 


Sugar Price Keeps Climbing 


The price of sugar last month continued to climb. 
Lamborn & Co., Inc., prominent sugar brokers, called 
it an “unrestrained upward surge.” 


Refined sugar quotations in most areas advanced 25 
points (14 cent) to 8.75c, with the exception of the 
Pacific Coast territory. Eastern best processors like- 
wise followed the advance of 25 points, establishing 
their new price at an 8.55c basis. - 

Elsewhere on the sugar front, the Agriculture De- 
partment announced an increase in the 1951 sugar 
quota to 8,250,000 tons. The quantity originally pro- 
vided was 8,000,000 tons. Last year, total distribution 
amounted to 8,273,000 tons. 


Tax-Free Pennsylvania Bottlers 
Promoting Price Decreases 

Pennsylvania bottlers, freed June 1 from a 20% bev- 
erage tax, began a drive for increased volume with 
advertisements proclaiming the end of the invidious 
levy and the resultant savings to the consumer. 

The “Soft Drink Bottlers of Philadelphia,” a case 
in point, signatured a “Here’s What You Save’’ news- 
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paper ad, highlighting the specific savings on vari- 
sized bottles—lc on 6-12 oz. bottles, 2c on 24-oz. bot- 
tles, 3c on 28-o0z. bottles, and 6c on half-gallon con- 
tainers. 

The ad also expressed the bottlers’ appreciation to 
Governor John S. Fine for removing the levy. 


Hoffman, Big Eastern Quart Maker, 
Drops Price On Fruit Flavors 


A reduction in the retail price of its fruit flavors, 
from 23c to 20c per quart, was announced recently by 
the Hoffman Beverage Corp., of Newark, N. J., promi- 
nent northeastern bottling operation. The reduction, 
effected on its orange, cherry, raspberry, and Tom Col- 
lins beverages, was designed to standardize the price 
of its entire quart line (Hoffman’s other quart prod- 
ucts have been selling at 20c), according to a company 
official, so as to provide more opportunity for volume 
increases. : 


Container Demand Exceeding Output; 
Machinery Supply Seen Tightening 

Supplies of most materials and equipment used in 
beverage manufacture generally continued adequate 
last month, but there were indications that shortages 
of some major items might crop up before next winter. 

The National Production Authority reported the 
gap existing between the supply-and-demand of con- 
tainers and packaging materials is steadily widening 
as defense requirements increase. The demand for 
glass containers, particularly, is rising sharply as the 
supply of metals for civilian use continues to decrease. 

With paperboard becoming more scarce, mainly be- 
cause of the rise in DO rated orders, some carry-home 
carton makers reported difficulty in obtaining raw 
materials. 

That a tightening in the supply of bottling equip- 
ment also may be due in the not-too-distant future was 
indicated by (1) reports that the Controlled Materials 
Plan may shortly be extended to allocate the entire 
supply of steel, copper and aluminum, and (2) state- 
ments by beverage machinery makers last month ex- 
pressing their difficulty in obtaining materials even 
for essential production. 


Parent Dad's Sells Its Chicago Plant 
To Concentrate On National Expansion 
The parent Dad’s Root Beer Co., Chicago, last month 
announced the sale of its big Windy City bottling 
plant operation, which it had operated since 1939 when 
Dad’s was first introduced, to Irving Gertler and San- 
ford Keeshin. This move, according to a high Dad’s 
official, “will enable tremendous concentration of effort 
and personnel on national expansion.” 
The new owners of the Chicago plant will set up 
operations at 3030 W. Fillmore St. The parent company 
will retain its present location at 2800 N. Talman Ave. 
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Commenting on its expansion plans, Dad’s reported 
it had opened 62 new markets in 1950, another 27 new 
territories so far this year, and that altogether, 217 
markets are now selling Dad’s. Activities of its foun- 
tain flavor division also will be stepped up, Dad’s de- 
clared. In addition, the company currently is arranging 
for the establishment of franchise operations in Can- 
ada, Mexico, South America, Japan, Spain and the 
Philippines. 


West Virginia Coke Bottlers 
To Hold Nickel Price Despite New Tax? 

West Virginia Coca-Cola bottlers, seeking to main- 
tain the nickel retail price in the face of the special 
20% tax which became effective July 1, may try the 
expedient of cutting their own and dealers’ profits, 
N.B.G. has been informed. 

According to reports from the State, the plan con- 
templates reducing the wholesale price to 76c. Coke 
will be offered to dealers at $1.00 per case, including 
the 24c tax, and dealers would be asked to cut their 
profit margins to 20c per case, on the theory that a 
continued nickel price will spur volume to offset the 
loss of half their profits. 

There are several apparent obstacles to the plan’s 
success. First, it is seriously doubted that Coke bot- 
tlers can afford a 4c per case reduction in the face of 
still-rising costs. Second, it is highly problematical 
that dealers will willingly accept a 50% cut in their 
Coke profit margins. Furthermore, while West Vir- 
ginia dealers may agree that the plan would hypo Coke 
volume, they will recognize that it would also result 
in volume losses on their other beverage products, 
beyond the tax’s effect on sales. 

(Nothing like this was tried in Pennsylvania during 
the four years the burdensome special tax was in effect 
there. ) 


Bottlers’ Costs Still Mounting, Survey Shows 


Production and distribution costs during 1950 con- 
tinued the upward surge which had its marked begin- 
ning for all bottle sizes in 1943, it is revealed in the 
just-completed A.B.C.B. Survey of Beverage Costs. 

Average cost of producing and distributing a 6-9 
oz. drink rose from 75.5c per case in 1949 to 78.6c in 
1950. In the 10-16 oz. category, the average cost in- 
creased from 83.3c per case in 1949 to 85.8c per case 
last year. In the 24-oz.-and-over group, the average 
cost climbed from 99.9c per case in 1949 to $1.073 in 
1950. 

The principal increases in 1950 costs were to a great 
extent confined to Factory Labor—Overhead, and De- 
livery Expense. 


News Briefs 


Probably nudged a bit by demands from certain 
trade quarters for an industry-wide consumer adver- 
tising campaign, A.B.C.B. currently is polling bottlers 
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for their thinking on reviving “Bottled Carbonated 
Beverage Week.” Last time this industry ran a “Week” 
was in 1942—meaning that lots of the newer bottlers 
don’t know what it’s all about. Oh, well. ...N. Y. State 
bottlers’ association has decided to work quietly, rather 
than openly, against continuing attacks on soft drinks 
from dental groups and other biased, uninformed par- 
ties. Its thinking is that “public controversy” is what 
the “baiters” want. . . . Pepsi-Cola President Alfred 
N. Steele has just been appointed to an important post 
on the “Commission for the Commemoration of the 
175th Anniversary of the signing of the Declaration of 
Independence.” He has been named Chairman for New 
York by Chief Justice Fred M. Vinson, National Chair- 
man. 

Cott Beverages (New Haven) shortly will be bottled 
in Florida. Franchise arrangements already have been 
completed. . . . Mission Orange and Mission Lemonade 
won first and second honors, respectively, in the bever- 
age competition at the International Exposition in Lis- 
bon, Portugal, Feb. 12-15. Results were just released. 
. .. Profit margin used by some Rhode Island super- 
markets on soft drinks, a study shows, is 18%, com- 
pared with frozen juice (20%), coffee (8%), and tea 
(16%). 

6,000 soda fountains in N. Y. C. last month reduced 
the price of fountain soft drinks to 5 cents. Huh?... 
Is it true that Veazey Rainwater, Jr., son of a promi- 
nent Coca-Cola bottler and parent company official, told 
Coke stockholders at recent annual meeting that Coke 
bottlers should use a quart bottle rather than the 6- 
ounce size? Anyway, that’s what we've read. 
Orange-Crush has begun operations in N. Y. C., and 
it is currently advertising for distributors. . . . Aver- 
age weekly earnings of soft drink production workers 
in Mar., 1951 (latest figure available) was $50.87 for 
a 43-hour week. But how averages are misleading! We 
know of areas where employees are getting half that 
amount. On the other side of the picture, plant workers 
in the Greater San Francisco district receive $76.50 
for a five-day week. 


Soft Drinks Not Harmful to 
Teeth, New Studies Show 


Recently-completed studies by two prominent 
scientists have disproved the theory that soft drinks 
are responsible for tooth decay. The results of the 
studies, conducted at Yale University’s Laboratory of 
Applied Physiology by Doctors H. W. Haggard and 
L. A. Greenberg, were made public in an article, “The 
Acidity of the Saliva After Ingestion of Carbohy- 
drates and Acid Containing Substances,” appearing 
in the current “Journal of Dental Research.” 

In the article, Doctors Haggard and Greenberg 
pointed out that ingestion of acidulated food or drink 
has no etiological relationship with dental erosion. 
They said, furthermore, that their findings are in 
agreement with other authorities. 





Handy Lists Show Locations of 
Local Government Offices 


A.B.C.B. has published listings of the local offices of 
the Economic Stabilization Agency (which will answer 
price control questions), the National Production Au- 
thority, and the Wage Stabilization Board. You can 
obtain copies of these lists through the national asso- 
ciation at 1128 16th St. N. W., Washington, D. C. 
(You can, of course, also refer to your local news- 
paper or local phone company). 


Advertising News 


Canada Dry is giving TV, magazine and point-of- 
purchase ad support to its new tie-in promotion 
(“Swell Summer Snack”) with Quaker Oats. Canada 
Dry has fared very well in previous tie-in campaigns. 

Dr. Pepper is pushing a $15,000 jingle contest 
($5,000 first prize), and early reports are that it’s 
drumming up business. .. . Is there power behind TV 
promotion ? Grapette’s experience would indicate “yes.” 
In the six markets where Grapette has TV shows, dis- 
tribution of the product has been extended to every 
chain outlet—100% coverage of chain stores! Six mar- 
kets are Memphis, St. Louis, Oklahoma City, San An- 
tonio, Dallas and Fort Worth A southern Coke 
operation is making attractive vari-sized display bins 
from empty crown boxes. 

Vernor’s Ginger Ale is getting top assists from 
Hollywood stars (Jane Russell, Tim Holt, Lex ‘Tar- 
zan”’ Barker, etc.) in a special campaign to introduce 
the hot version of the beverage to Southern California. 
It’s part of a new publicity program recently instituted 
by Robert Cole of Vernor’s Long Beach plant. . . . Coca- 
Cola Bottlers of New York this month begins sponsor- 
ship of a Mon.-thru-Fri. 15-minute TV show. . .. White 
Rock Corp. is running a 3-month postcard test drive 
in N. Y. C. With the cards, customers get 25c discounts 
on six-bottle cartons of sparkling water or ginger ale. 
If the test does a good job, White Rock will take it to 
other cities. . Incidentally, White Rock is reportedly 
“thinking seriously” of going into TV. Closing 
observations: We haven’t seen so many summer pro- 
motions in many a year. 


Big Coke Bottler Says “Cooperation” 
Is Key to Trade’s Price Success 


Cecil R. Barbee, executive vice-president of the Coca- 
Cola Bottling Co. of Los Angeles, one of the early 
pioneers of price increases on the West Coast, declared 
recently that “cooperation is the key to success” for 
all bottlers, particularly with respect to profitable 
pricing. 

Because most bottlers in his territory agreed on the 
need for higher prices, Mr. Barbee reported, “dealers 
tied in with the programs, and consumers accepted 
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price increases as a natural and logical thing under 
today’s conditions. Sales volume, after only a momen- 
tary slackening as each price increase was announced, 
forged ahead when added sales pressure was applied.” 
He added that $1.10 is the wholesale price generally 
(on smalls) throughout the Los Angeles territory, and 
that all bottlers maintaining that price “are showing 
reasonable earnings.” 


Dr. Pepper Bows No-Deposit Quart Bottle 
In Indianapolis Market Test 


The Dr. Pepper Co., Dallas, Tex., last month began 
a market test of a 24-ounce no-deposit bottle (Owens- 
Illinois made) in Indianapolis, Indiana. 

The merchandising experiment has been undertaken 
in the belief that this package “may hold the answer 
to (Dr. Pepper’s) development of metropolitan mar- 
kets” where it does not have franchised bottlers. 

The company added that “it isn’t anticipated at any 





(Please turn to page 102) 


Y 


Fio 28 { 
3 Pepper 


ai 
Lj! 


DR. PEPPER TESTING 
NO-DEPOSIT BOTTLE 


Dr. Pepper Co., Dallas, last month 
began market - testing a 24 - ounce, 
no-deposit bottle in Indianapolis. 
The parent company believes that 
the one-way package may help de- 
velop metropolitan markets where it 
does not have franchised bottlers. 
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100% True Fruit 
Lemon cloudy, with 

color, I'/4 oz. 
Lemon Clear, 100% 
True Fruit no color 

Lemon-Ade 10X 

_; eats : 

Frankly now—is your lemon a lemon? Give it the zip and tang that = 
make it a best seller with Virginia Dare Lemon Flavor . . . the flavor no color, | oz. 


that sells 'em and then brings them back for more! Be first in the "thirst'’ and others to suit 
your needs 


market . . . write today for Virginia Dare Lemon samples and make 


your lemon into a sweet seller! 


EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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ON TV wee ON THE RADIO 
ecw onan Sect fy) Pepsi-Cola’s PHIL REGAN SHOW 
the CBS-TV Network weekly on the CBS Network. 
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IN LIFE 
LOCAL DAILY Beautiful, full color, full-page ads THOUSANDS OF BIG 


NEWSPAPERS selling Pepsi-Cola, each reaching 3-SHEET POSTERS, 
Big ads to supplement 23,950,000 readers! year ‘round in over 50 
Pepsi's all-out national major markets, in local 
advertising drive. = i, renter where 
ey shoppers can see ’em. 
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For the Crowning Performance, be sure 
your beverage crowns have the extra 
protection of Mundet cork liners. . . 


processed from the world’s best cork. 


Mundet Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 
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339-41 Elizabeth Street, N.E. 60! Second Avenue 1428 St. Lovis Avenue 
*BOSTON DETROIT 21 *LOS ANGELES (Maywood) 
57 Regent St. (No. Cambridge 40) 14401 Prairie Street 6116 Walker Avenue 
*CHICAGO 16 *HOUSTON 1 *NEW ORLEANS 16 
2601 Cottage Grove Avenue Commerce and Palmer Streets 315-325 N. Front Street 
CINCINNATI 2 JACKSONVILLE 6, FLA. PHILADELPHIA 39 





427 West 4th Street 800 E. Bay St. 856 N. 48th Street 
*CROWNS CARRIED IN STOCK 


e World 


Mundet Crowns 


COMPLETE CROWN SERVICE 





ST. LOUIS 9 


3176 Brannon Avenue 


*SAN FRANCISCO 7 
44 Brannon Street 


*In Canada: 
Mundet Cork & Insulation Lid. 
35 Booth Avenue, Toronto 
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One of the hardest things to do 
is to do something now that can 


be put off. 


Undoubtedly, many who read 
these lines have intended in the 
past to write in and get the details 
on a Bl franchise. 

They realize the growing popular- 
ity of the lemon-lime flavor and 
particularly the growth in popu- 
larity and sales of Bol Lemon- 
Lime (and Sparkling Water.) 


If your territory is open this is a 
real opportunity. Why let it be 
a lost opportunity? Obey that 
impulse now. Write or wire 


THE Bl BEVERAGE COMPANY 


2301 Hampton Avenue 
St. Louis 10, Missouri 
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% CAPACITY UP TO 300 BPM 
% NO OPERATOR NEEDED 
% PACKS CASES AND CARTONS 


The Miller Hydro Case and Carton Packer does a hard 


and tedious job automatically. No operator is needed 


installation ef the Miller Hydro for any purpose. Bottles and cases are both fed into 
ak. tie che Conse Dekel the packer automatically and discharged automati- 


is so simple it can usually be com- cally. Packs cases or cartons, even intermingled. Packs 


pleted in less than eight hours, both splits and pints. Compact ... takes up no more 


making Installation practical even space than an ordinary accumulator table. 
during the summer season. 


WRITE FOR COMPLETE INFORMATION 


MILLER HYDRO a 


fanujacturers 6 WILLER DARL. MIXERS MILLER INSPECTION |, sy CONST HIN MULHERN CO 
MILLER REN 


\S 
TABLES oS Serving Bottiers 
YORS ER ACCUMULATOR ‘ 
bre sortie ‘erate FLUORESCENT INSPECTORS wil Since 1913 
wil 
sous * 
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National 


CErririg»s 


FOOD COLORS 


Only by integrated production from basic raw 
materials to intermediates to finished colors 
can purity and uniformity be completely con- 
trolled. The uniform pure-dye strength, 
solubility and brightness of shade in National 
Certified Colors are a direct result of precise 
chemical control at every step in the manufac- 
turing process. No higher standards of 
quality can be consistently maintained. 


CERTIFIED COLOR DIVISION 


NATIONAL ANILINE DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
40 RECTOR STREET, NEW YORK 6, N.Y. 


€N)> BOSTON PHILADELPHIA CHICAGO CHARLOTTE SAN FRANCISCO PORTLAND, ORE TORONTO 
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Now — free 


TRUCK SAVER 


Inspection 


Kirst step of a complete 


TRUCK SAVER plan 


®@ Available to all International 
Truck owners 


® No cost, no obligation for a 
99-point checkup 


@ For a limited 3-month period 
ending September 30 


How easily you can keep your Interna- 
tionals operating at peak efficiency in an 
uncertain future may depend on what 
you do within the next 90 days. 


If you take advantage of our Truck 
Saver Inspection, you'll be taking the 
first step toward putting your Interna- 
tionals in shape for the “come what may” 
days ahead. ‘ 

Since this inspection doesn’t cost you 
a penny, you have everything to gain- 
nothing to lose. You can save dollars now 
and perhaps many more before the end 
of 1951. 

So get ready now to keep your trucks 
on the job despite shortages. The sooner 
you get your free Truck Saver Inspection, 
the sooner you see practical reasons why 
you should take advantage of our com- 
plete International Truck Saver Plan. 


INTERNATIONAL = 
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Look what the complete International 
Truck Saver Plan offers 
The complete International Truck Saver 
Plan has been developed by experts, after 
a thorough study of today’s truck operat- 
ing problems. It offers these benefits to 
International Truck operators 


1. Better performance over a longer 
truck life: trucks are kept in shape to do 
the most efficient job possible until they 
can be replaced by new units. 


2. Delays minimized in getting new parts: 
by anticipating future requirements, the 
demand for needed parts can be accu- 
rately estimated. 


3. Maintenance costs cut, down time re- 
duced: by preventing major breakdowns, 
a big saving is effected in both time and 
money. 


-_> | 


vi iW\ 
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4. Truck value maintained: trucks kept 
in the best possible condition are worth 
more when it’s time for replacement. 


Take advantage of the International 
Truck Saver Plan now 

If you want to save yourself trouble and 
money in the months ahead, you belong 
in the International Truck Saver Plan 

Get your free Truck Saver Inspection 
find out from your International Truck 
Dealer or Branch how the plan can help 
you keep your Internationals going at 
peak efficiency. 


International Harvester Builds i 


Internctional Harvester Company * Chicago 


TRUCKS 


McCormick Farm Equipment and Farmall 
Motor Trucks 
Refrigerators and Freezers 


Tractors 
Industrial Power 


Heavy-duty engineered for the long haul 
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Shake “hands with a quality Orange 


Every bottler seeks an Orange flavor which 
in his opinion is the best! That’s as it should 
be. for Orange is too important a drink to 
deserve less than excellence. 

May we introduce you to Twitchell’s Cali- 
fornia Orange—a flavor that will take your 
toughest specifications in stride and come 
through with flying colors. 

California Orange (2-0z. with color) is 
strictly a “blue chip” item, compounded to 


suit the most exacting bottlers and the fussiest 


s. 


v 


customers. Only the choicest of California oils 
meet our standards for this flavor. The result 
is an Orange drink with a perfect tang. 

California Orange is available in three colors 

Golden Yellow, Golden Orange, and Red 
Orange. We warrant it to be pulp-less, non- 
ringing and highly stable. 

“Shake hands” with this top-quality flavor 
by ordering some now! You'll be rewarded 
with new Orange excellence—new Orange 


profits. 


COMPANY 


2 years of service to bottiers 


CRESTMONT AND HADDON AVES. *® CAMDEN 4, N. J. 
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Editorial + + + » 


@ DIVIDED—WE FALL! 


0. a sweltering New York after- 
noon (summer is officially here) we 
were toying with an editorial idea 
when a little house organ, “Twit- 
chell Talks”, 
After reading the first few pages 


arrived in the mail. 


we found our thoughts expressed 
as well or better, than we could have 
written them. So here it is a 
philosophy for bottlers geared to 
these trying times. 


We have been greatly interested 
in a series of letters currently being 
issued to segments of the soft drink 
industry by a prominent Mid-West 
bottler. Analyzed in simple terms, 
the letters make a strong plea for 
isolating bottlers’ problems, bring- 
ing them out into the open, then 
settling them by applying generous 
industry-wide doses of fairness and 
common sense. 

One can’t quarrel with, argue 
against, or take exception to letters 
based on such fundamental con- 
cepts. To do so is as futile as trying 
to build up logical arguments 
against the Bill of Rights. It can’t 
be done. If a situation calls for 
action, it never will be solved by 
sitting tight. So let’s double back 
and try to throw some light on the 
three main divisions of our di- 
lemma, namely, the problems; dis- 
cussing them; settling them. 

First the problems. There are 
many of them and they practically 
all spring from an inadequate price 
structure. True, there are miscel- 
laneous “cats and dogs” items like 
combatting an over-zealous dental 
profession, and technical and legal 
puzzles, but these are no great 
shakes and rate only a minimum of 
drink taxes 
would be much less disturbing if 


attention. Even soft 


the bottler was first getting what 
his product is worth. 
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Not so with price. Restrict nor- 
mal profit and you put in motion 
countless little hurts that add up 
to one big pain. The process is tan- 
tamount to withdrawing blood 
faster than it is built. No body can 
stand that for long. 

We could take pages to spell out 
the hurts referred to above. But 
there’s no point in doing it, for once 


again they all have a common de- | 


nominator — forced retrenchment. 
In order to “save money”, a little 
is lopped off of delivery service. 
That hurts immediately, for pro- 
ducing soft drinks is a business 
built on service. You slash adver- 
tising under a bare minimum. This 
proves to be a very short-lived hypo 
for you soon learn that you must 
tell in order to sell. The wages 
which you can afford to offer are 
scoffed at by competent labor. So 
you must be satisfied with sub- 
standard help. This becomes criti- 
cal, especially with driver-salesmen 


who are you on every contact they 
make. And—as if the foregoing 


enough—the business is 


delicately geared to the whims of 


weren't 


weather, a condition which calls at 
all times for a protective buffer of 
working capital. 

Second, discussing the problems. 
This seems to be the critical area, 
for, as someone has suggested, the 
soft drink industry is the most dis- 
organized organization in the fabric 
of American business. Why must 
there be an armed-camp feeling? 
Why isn’t it understood that a ma- 
jor franchise company is big be- 
cause there are 6,500-odd smaller 
soft drink 
selves benefit from the contribution 


producers who them- 


of the big one? Why can’t we re- 
store order to broken ranks for a 
frontal attack on problems common 
to all? 

The point is we can! It must start 
as small as stamping out distrust 
between individual bottlers. It must 
grow to include unity between bot- 


tlers in a given community or mar- 
keting area. Soon you have a degree 
which becomes 
self-supporting and 
ating. It reaches state association 
level in great strength and national 
level at white heat. And it all 
substituting common 
cooperation for 


of united action 


self-acceler- 


started by 
sense for bigotry 
chicanery—a desire on everyone’s 
part to openly and honestly meet 
problems instead of furtively sneak- 
ing around them. 

Third, settling the problems. In 
perhaps 95% of the cases, thorough- 
ly-aired problems will settle them- 
selves. It follows, of course, that 
once a decision is made, all parties 
loyally stick by it. If one guy 
hedges, he can undo in five minutes 
what it took months to create. 

We should accept the fact that an 
industry as large and far-flung as 
ours can best speak through one 
strong, central, authoritative, rep- 
resentative voice. That voice should 
be <A.B.C.B. We submit that 
A.B.C.B. faces today the sternest 
challenge in its history. It must be 
objective and over-all in its think- 
ing. It must not duck. It must not 
play politics. It must factually an- 
alyze the hurts of the industry it 
represents and present its findings 
to government, to finance, and to the 
people. It should swing a big club, 
and swing it often. 

Then, and only then, will OPS 
inaugurate rulings which are fair 
to bottlers. Bankers won’t have to 
conceal polite snickers when _ bot- 
tlers consult them on financial mat- 
ters. The public will understand a 
price increase. And bottlers, them- 
selves, can assume the position of 
importance in our economy which 
their product and industriousness 
deserve. 

Could it be that if you and your 
“worst” competitor got together it 
would mark the start of this chain 
reaction? Why not try it, for . 
divided, we fall! 





What Farm People Like 
Iu Soft Drinks 


55,000,000 persons live and work in rural areas, 
and most of them buy and consume soft drinks. 
Importantly, they are decidedly brand-conscious. 


Xz, CENT surveys among farm fami- 


lies in various sections of the coun- 
try show that rural customers have 
decided flavor preferences and are 
very brand conscious. They also 
make purchases in larger quantities 
than do families in the cities and 
towns, as might be expected The 
rural market is of course very im- 
portant to the bottler, with 36° of 
the population of the United States 
54,669,000) living and working in 
rural areas 

Capper Publications Inc., Topeka, 
Kansas, in the interests of two of 
their ten magazines and newspapers 

“Household” and “Capper’s Farm- 
er” recently conducted two sur- 
veys among farm families to deter- 
The “Cap- 
Farmer” survey, made last 


mine food buying habits 
per’s 
April, was based on a return of 
of the 


mailing. All tables in this article 


» 
oo. 


7° 


3,667 questionnaires, 
are derived from this survey. A re- 
port on the “Household” survey will 


appear in next month’s issue. 
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@ How many persons in your household con- 


sume bottled soft drinks? 








81 PER CENT OF THE FAMILIES 
DRINK BOTTLED SOFT DRINKS. 


(Based on 3,123 answering question) 


Persons 
Per Subscribers Per- 
Family Reporting cent 


One 149 
Two 643 
Three 570 
Four $33 
Five 301 
Six 169 
Seven 101 
Eight 40 
Nine or More 32 
Total Families Drinking 
Bottled Soft Drinks 2.538 


293 Persons Drink Bottled Soft Drinks 
In Each 100 Families (All Families) 
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@ Which kinds of bottled soft drinks do you 


serve at home? 


@ What brand of bottled cola do you serve at 


home? 


© What brand of bottled root beer do you 


serve at home? 


@ What brand of bottled ginger ale do you 


serve at home? 
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Number of Returns 3.570 
Number Answering Question 3,561 
Percent Answering Question 99.7 


Subscribers Per- 
Kind Served Reporting cent* 
Cola or Kola 1,859 $2.2 
Soda Pop 1,590 44.7 
Root Beer 1,330 37.3 
Other Soft Drinks 699 19.6 
Ginger Ale 438 12.3 


*Percent of 3.561 subscribers who 
answered question. 








Subscribers Per- 
Brand Served Reporting cent* 


Coca-Cola 915 49.2 
Pepsi-Cola 476 25.6 
Royal Crown Cola 163 8. 
“Coke” 65 3. 
Not Reporting Brand 374 20. 
No Preference 75 4, 
Miscellaneous 

Brands** 128 6. 
(No. Miscellaneous 

Brands) (74) 


*Percent of 1,859 subscribers who 
serve. 


**Each brand reported by less than 
1.0%, of 1,859. 








Subscribers Per- 
Brand Served Reporting cent* 


Dad's Old Fashioned 335 
Hires 280 
Mason's 
Nehi 
Barg 
Howel's 
Goody 
Not Reporting Brand 
No Preference 
Miscellaneous 
Brands** 
(No. Miscellaneous 
Brands) (128) 
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*Percent of 1,330 subscribers who 
serve. 


**Each brand reported by less than 
1.0% of 1,330. 











Subscribers Per- 
Brand Served Reporting cent* 


Canada Dry 87 19.9 

Vernor's 

Clicquot Club 

Par-T-Pak 

Kroger 

Life 

Golden Age 

Canadian Club 

Nehi 

Not Reporting Brand 

No Preference 

Miscellaneous 
Brands** 

(No. Miscellaneous 
Brands) (56) 
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*Percent of 438 subscribers who 
serve. 


**Each brand reported by less than 
1.0% of 438. 











@ What brand of bottled soda pop do you 


serve at home? 


@ What brand of other bottled soft drinks do 


you serve athome? 





Subscribers Per- 
Brand Served Reporting cent* 


“Orange” 159 10.0 
Nesbitt's 
Nehi 
Grapette 
“Grape” 
Mission 
Orange-Crush 
Whistle 
Suncrest 
O-So-Grape 
“Strawberry” 
Bireley's 
Kist 
Not Reporting Brand 
No Preference 
Miscellaneous 
Brands** 33.3 
(No. Miscellaneous 
Brands) (315) 
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*Percent of 1,590 subscribers who 
serve. 


**Each brand reported by less than 
1.0% of 1,590. 











Subscribers Per- 
Brand Served Reporting cent* 


7-Up 304 43.5 
Dr. Pepper 134 19.2 
Squirt 40 5. 
Delaware Punch 9 1. 
Not Reporting Brand 104 4. 
No Preference $7 8. 
Miscellaneous 

Brands** 118 16. 
(No. Miscellaneous 

Brands) (92) 


*Percent of 699 subscribers who 
serve. 


**Each brand reported by less than 
1.0% of 699. 








COLA IN NORTHWEST 


A survey made in Jan. 1950, among 2,000 farm 


families in 


Washington, Idaho and Oregon by the “Pacific Northwest Farm 
Trio’, restricted to cola drinks, produced the following results: 








BUYING INTENTIONS 


} 
iF 


as B 





41,498 


All Three 184,510 


BRAND PREFERENCES 


5 Bottle 2 642.888 Bottle 
2 THB 40: 


96.1 Bottles 7,179,806 Bottles 





Number of Replies Saving Will Buy 
ashington Idah Oreg All The \ 


Percent of Replies Saying Will Buy 
. 1 Oreg allt 





122 50 SY 
44 


8 


71 
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Peunryluanians Celebrate “Jar 


To the question, “Where are the 
United 


there is but one answer 


happiest bottlers in the 
States?” 
Pennsylvania. After four years of 
suffering under the pressure of a 
special tax on soft drinks; years 


which brought a 35°; reduction in 
volume; which saw the spending of 
thousands of dollars for record 
keeping, bonds and cash losses in 
crown purchases and tax refunds; 
after all this 
tlers were given a new lease on life 
when the discriminatory 
20% beverage tax was repealed on 
June 1. Small wonder they’re happy. 


Pennsylvania _bot- 


State’s 


The victory in the long, bitter 
and expensive fight, although ex- 
pected, left the bottlers a bit dazed, 
but they quickly recovered to make 





NOW...NO TAX 
ON SOFT DRINKS 


HERE'S WHAT YOU SAVE 





« 


On 6-, 7- and 12-ounce bottles... 
On 24-ounce bottles ...... 
On 28- and 32-ounce bottles... 
On one-half gallon bottles... 


« 


a 
2 
Ky 
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Now, thanks to Governor John S. Fine 
and the General Assembly, you pay no 
premium, no penalty, on purchase of 
any brands of these wholesome Pennsyl- 
vania-made food products. 


Buy now... take advantage of removal 
of a tax which has imposed a hardship 
on consumer, retailer and bottler for 


four long years! 


SOFT DRINK BOTTLERS OF PHILADELPHIA 











This newspaper advertisement and 
others like it announced to the people 
of Pennsylvania the termination of 
the special tax on soft drinks. 





July, 1951 


the most of it. The Keystone Bot- 
tlers’ Association published adver- 
tisements in the Philadelphia Bulle- 
tin and the Pittsburgh Post Gazette 


which read: 


In Appreciation 


“The Soft Drink 


Pennsylvania wishes to express its 


Industry of 


deepest appreciation to Governor 


John S. Fine and the members of 


the Legislature of both parties who 
have upheld their campaign pledges 
and have eliminated the Soft Drink 
Tax. These men of integrity, whose 
word is their bond, deserve the ad- 
miration and respect of every citi- 
zen of Pennsylvania. 

“Every fair-minded person re- 
alizes that soft drinks are sold in 
competition with candy, chocolate 
bars, chewing gum, ice cream cones, 
popsicles, ice cream bars, powdered 
beverage mix, life savers, peanuts, 
chocolate drinks, 
milk shakes, tea, 


popcorn, dairy 
coffee, and fruit 
concentrates, and everyone realizes 
that a tax on one of a long list of 
competitive items places it at a seri- 
ous competitive disadvantage. 

“The Soft Drink Industry is al- 
ways glad to pay its fair share of 
the tax burden, but it objects—and 
always will object—to being singled 
out among a score of competitors to 
pay a 20 to 30 per cent sales tax. 
No industry can exist, let alone 
prosper, under such a handicap. 

“Elimination of the tax is in line 
with the recommendation of the Tax 
Study Committee set up by the 1947 
General Assembly, and with the re- 
cent action of the House Ways and 
Means Committee in Washington, 
which rejected a proposal to tax 
soft drinks. 

“Again, the Soft Drink Bottlers 
of Pennsylvania and their suppliers 
and retailers salute Governor John 
S. Fine and those honorable gentle- 


Kemoval 


men of both parties who have per- 

mitted the unjust Soft Drink Tax 
to expire.” 

KEYSTONE BOTTLERS’ 

ASSOCIATION 

This in 


turn was ‘followed by 


somewhat similar advertisements 
(see illustration) sponsored by local 
groups of bottlers. Television, radio 
and poster advertising were also 
used in a similar vein, as the bot- 
tlers set about to recoup the millions 
of dollars in lost sales of the last 
four years. About $3,000,000 will 
be spent in the next twelve months 
to push up per capita sales to the 
level of the rest of the country. 

There are still several problems 
to be solved, as an aftermath of the 
tax removal. Many Pennsylvania 
bottlers will have trouble collecting 
refunds on credits permissable 
under the tax; on payments made 
or in litigation on floor stocks and 
inventory when the tax terminated. 
The State has no fund for making 
refunds on taxes already paid. Bot- 
tlers report that some storekeepers 
are continuing to collect the tax, on 
cases purchased tax-free, and pock- 
eting the money. The practice was 
so wide-spread that it occasioned a 
warning by the Pittsburgh OPS 
office to soft drink retailers to re- 
duce prices by the amount of the 
defunct tax. But reports Fred Se- 
bulske, Pittsburgh Pepsi bottler, 
“The news is being received en- 
thusiastically by thousands of deal- 
ers throughout the State”. 

Bottlers using coin-vending ma- 
chines will again have to adjust 
mechanisms to the new prices, 
which are not uniform, since bot- 
tlers were at different levels as of 
the “freeze” in January. Associa- 
tion officials warned too against any 
premature relaxation in the fight to 
keep the tax off, as rumors flooded 
the State that the tax was to be 
revived. 
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Delivery Efficiency, 





Palletized Loading 





Feature New Denver Plant 





Seren efficiency in making de- 
liveries from a more central loca- 
tion, and a switch to completely pal- 
letized loading and unloading opera- 
tidns, are the main features of the 
new plant of Pepsi-Cola Bottling 
Company of Denver, Colorado, com- 
pleted in April. 

Headed by Jim Gooding, presi- 
dent, and Bert Gooding, vice-presi- 
dent and founder of the firm, the 
new plant has 32,500 square feet 
of floor space. All machinery in 


f y . the plant is new; former bottling 2 pri 

James A. Gooding, vice-president of ; Holding the 200 millionth bottle of 
the company. keeps his finger on the equipment was sold, and only a few Pepsi-Cola bottled in Denver is 
weet Yet Reyes soy trom this fine pieces of office furniture, company ange Tp Hn quantities of 





= 


ment. Right—Bottling operations are “manned” chiefly by 
room. Some of the space is devoted to water treating equip- women employees. 


The boiler room of the pliant is as neat and clean as a sirup 
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Full realization of the advantages of pallet and fork truck 
materials handling is accomplished in this plant by its high 


ceiling, unobstructed floor and adequate lighting. These two 
views show how easily cases are stored 15 high. 





records, and “rolling stock’? were 
transferred. 

The new building is a long, low 
structure, in the center of Denver's 
fast-growing Brighton blvd. manu- 
facturing district. As shown, the 
structure is faced with an unusual 
shade of glazed brick, with rich 
pink sandstone facings along the 
lower wall, and enclosing the en- 
tranceway. 

The entire rear of the plant is 
made up of a long truck areaway, 
extending the full length of the 
building. It encloses the former 
garage structure. 

All 40 of the plant’s trucks can 


be readily stored within the plant 


at night, and loading or unloading 
operations, truck services, etc., can 
be carried out at maximum effi- 
ciency under any sort of weather 
conditions. The truck areaway of 
the new building is constructed in 
30-foot bays, which will permit 
ready addition to the building in 
the event of further expansion. 

Among outstanding features is a 
floor drain, extending the full 
length of the building, which will 
automatically carry away grease, 
dirt, and other refuse from the 
trucks in use. 

In loading and unloading opera- 
tions, the trucks will move along the 
rear wall of the building and 
around into the garage for inspec- 
tion, washing, servicing, etc., before 
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rolling out to commence route de- 
livery operations. The intervening 
space, from the rear wall of the 
bottling room and a wider area to- 
ward the north end of the building, 
is used for pallet storage of full 
and empty cases. 

features 
added by Pepsi-Cola Bottling Com- 
pany of Denver are three towmotor 
lift-trucks which will make it pos- 


Among new efficiency 


sible to operate on an entirely pal- 
letized basis, according to President 
pallet units 
will be utilized and new trucks are 


Gooding. Fifty-case 
already in service, which provide 
for minimum-motion pallet loading 
of either side of the body. The 
older trucks, all of which are of the 
standard multiple-deck design, will 
be completely remodeled, including 
removal of decks, shelves, etc., and 
opening up of the body, to likewise 


receive two or more pallet-case 


units, in the near future. Worth- 
while savings in time efficiency, and 
cutting down on manpower demand 
will be among the results, it was 
emphasized. 

The new plant is ideally set up 
for the “plant tour” form of insti- 
tutional promotion, Mr. Gooding 
pointed out. From the lobby, enter- 
ing visitors see the interior of the 
main bottling room through four 
large plateglass windows. “Good 
housekeeping” is insured by the use 
of cove baseboards and ceilings, 
ceramic tile walls, red tile floor, and 
a powerful fluorescent lighting sys- 
tem. A cooler unit in the lobby 
dispenses (gratis) Pepsi-Cola to 
visitors. 

In line with its plant expansion, 
the firm has extended its territory 
to northern Colorado, with the ter- 
minus a few miles north of Greeley, 
the State’s third largest city. 


so, 


New plant of the Pepsi-Cola Bottling Co. of Denver is a low, rambling 
structure, boasting 32.500 square feet of floor space. 








Anybody will accept a gift—and that is the 
factor in sampling which makes it one 

of the most effective methods of introducing 
a new product or obtaining new 
customers for an old product. 


v4 GOOD beverage is its own best 


salesman. It is uphill work to sell 
a drink in print or in person until 
enough people have sampled it to 
spread a favorable impression. Con- 
sequently, demonstrations become a 
strong ally in sales effort. Sampling 

is a simple, natural thing to do. 
There is a very definite psycho- 
logical slant to heed, however, in 
sampling any product. It is not 
wise to push sales too aggressively. 
The smart course is to offer a favor, 
to be unselfish, to render a service 
in every sense of the word. It is 
also wise to tie in the use of small 

gifts. 

Promiscuous sampling cheapens 
a beverage. It is essential to give 
the product an atmosphere. All 
sampling should be arranged for ef- 
fective results, as quick volume in 
our business is more profitable than 
slowly developed volume. Sampling 
should create volume sales. There 
is one serious danger in a sampling 
campaign that is the failure to 
carry out a consistent advertising 

follow-up. We want consumers 
; not shoppers. People must be re- 
ree ody bp a pg is minded in order to keep them 
especially effective for quick returns. wedded to your product. So unless 
It is good diplomacy to start the 
sampling with the store manager 


and employees, to enlist their sup- advertising, we cannot expect re- 
port. 


sampling is followed by consistent 


sults 
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Through effective sampling you 
can accomplish the following: 

1. Introduce your beverages ina 
new market. 
Create greater sales for deal- 
ers and win their good-will. 
Start new buyers toward be- 
coming eventual consumers. 
Prove to the dealer that the 
drink will sell if merchandized 
through attractive displays. 


Plans for Sampling 


Home Carton Campaign. The 
home is our greatest sales potential. 
Such a campaign is purely introduc- 
tory and should have strong adver- 
tising followup. It is costly but 
results in direct sales, consumer 
education and a definite opportunity 
for a large number of prospects to 
taste the drink. The best routes to 
work are those where the middle 
classes reside—not too “lowbrow” 
nor too “highbrow.” The crews 
should be composed of intelligent 
young women or men. They must 
be well instructed in knowledge of 
the product and proper sales ap- 
proach. It would be wise to drama- 
tize your home campaign by using 
colorful uniforms and several news- 
paper advertisements. Such pub- 
licity is valuable. 


National Bottlers’ Gazette 





Carton campaigns do get the 
beverage to the home, and if we can 
get only 5°, of the homes visited 
to repeat, it will mean approximate- 
ly 1,000 cases a month extra busi- 
ness to the average plant 

A carton campaign should be 
constructed on the service or cour- 
tesy approach basis. Consequently, 
the demonstrators must be cour- 
teous, well-trained, and should open 
their sales message through the fol- 
lowing procedure : 

1. Present the customer with a 
complimentary bottle, bever- 
age coasters, etc. Then pro- 

ceed with sales talk. 

A definite follow-up must be 
used to make carton buyers 
consistent consumers. We sug- 
gest a series of three mailing 
cards to be used at six weeks’ 
intervals. 

Dealer follow-through on 
the carton campaign, in addi- 
tion to redemption of coupons, 
shouid be carried out by using 
a printed sales message in a 
dramatic way. Unique charts 
to show volume, homes covered 
and miles walked, should be 
employed to stress the promo- 
tion accomplished. 

A recent case history illustrates 
well the effectiveness of sampling 
directed at the home. Reports from 
Squirt bottlers who participated in 
the franchise company’s 1950 12- 
Month Sales Plan indicate responses 
well beyond that expected. More 
than 200 Squirt bottlers worked the 
plan, using a total of 554 separate 
sampling including 
home 


programs 
carton sampling, house to 
house distribution, newspaper .cou- 
pon sampling, doctor-dentist sam- 
pling, store demonstrations and gen- 
eral good will sampling. The ex- 
perience of Lily Wilbert Graves, 
owner of the Squirt Bottling Co., 
Milwaukee, who stampeded the au- 
dience at the National convention 
in San Francisco with her forth- 
right statement on prices, has been 
“gratifying”. She says three men 
were used one day, five men another 
and that on these two days 500 
homes were covered, at a cost of less 


than 15¢ per carton sampled. Or- 


July, 1951 


Busy shoppers scooting down the aisles of a supermarket with their carts 
always are willing to make a short stop for a refreshing sample of a soft 
drink—and often like it well enough to purchase a carton or two before 


leaving the store. 





ders were promptly forthcoming 
from these sampled homes. In the 
midwest, Squirt bottlers estimated 
overall increases traceable to the 
sampling plan as high as 30°; of 
gross volume. 

Market Demonstrations 

Survey figures show that 102 out 

of 135 consumers purchase bever- 
ages at so-called super markets or 
the larger shopping centers during 
summer months.’ The majority of 
this buying is for the week-end and 
takes place on Fridays and Satur- 
days. Store demonstrations should 
be widely used by the bottlers as 
they combine sampling and selling 
right at the time the buyer is in 
the purchasing mood. They are eco- 
nomical and effective from a sales 
standpoint the best time in the 
world to sell any food product is 
while the shopper is in the store to 
buy related items. The following 
points are important: 

1. Store traffic should be at least 
300 customers. 
Select busy days—preferably 

Fridays and Saturdays. 

Select well-trained demonstra- 
tors. Train them to sell your 
preduct, its taste and value. 
Uniform them in colorful cos- 
tumes. 

Select traffic spot for cooler. 
Have beverage ice-cold. Use 
4-ounce cups. 


Make your display attractive. 


‘ ’ 


Use “summer menus” and tie 
in picnic kits, games, hostess 
service. 
Arrange for five good markets 
each week. 
Sell dealer the idea of main- 
taining a good prominent dis- 
play for ten days following 
sampling. 

Printed Folders 
Prepare small folders containing 


information on your drinks. It 


should carry a picture of your plant, 


and facts concerning the food value 
and healthful advantages of the 
drinks. This folder should be used 
in connection with all samplings 
other than the home carton cam- 
paign. Such points as—vitalizing 


economical—taste—energy—easy to 


digest — pick-up — increases mental 


energy—chases away fatigue—light 
drink—makes food taste better 

tonic effect for jaded nerves—brain 
food—replaces energy used through 
study or work chases away that 
tired and irritable feeling—should 


be stressed. 


Sample Bottles 
The sample bottle to a select list 
of customers of good groceries is 
effective. 


try your beverage, it gives a definite 


It gets the consumer to 





(Continued on page 30) 
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MILLION DOLLAR PLANT 


9 1907, a young bank messenger bought a half interest in 
a Bristol, Virginia bottling plant, and thus began a career 
which made him—Car! A. Jones—president of the A.B.C.B. 
during 1929-30, a civic leader of his community, editor and 
publisher of the Johnson City (Tenn.) Press-Chronicle. His 
$22,000 investment in the bottling plant culminated this 
past March in the opening of a spanking new, modernly 
equipped million dollar bottling plant, the realization of 
a dream which he did not live to see fulfilled, since he died 
in July, 1950 

More than 200 employees, civic and business leaders, 
press and radio representatives and Coca-Cola executives 
participated in the four-day opening celebration during 
which more than 21,000 people visited the big, bright new 
structure, consumed 28,000 bottles of Coke, enjoyed an 
elaborate entertainment program, and viewed the bottling 
operations under the supervision of specially trained guides. 

The bare statistics on the new plant for the Dixie Coca- 
Cola Bottling Co., Inc., Bristol, Va., are impressive: 

It is a drive-thru, with three lanes each accommodating 
six trucks. The cases are handled on flats by lift trucks, 
and in an 8-hour run, the plant produces 96,000 bottles. 
Special conveyor systems handle the bottles and cases during 
production. The plant is fully ventilated and air conditioned. 

The equipment, as modern as the building, includes a 
40-spout pre-mix Meyer Syn-Cro-Mix filler, a Meyer Dumore 
bottle washer, R. C. A. electronic bottle inspector; Standard- 
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Above—new plant of the Dixie Coca-Cola Bottling Co., 
Inc., and (inset) John F. Clark, president and treasurer 
of the company. 





Knapp automatic case packer and accessory equip- 
ment for case and bottle counting, plus a water 
treating plant with an 8,000 gallon daily capacity. 

John F. Clark is president of the Dixie Coca- 
Cola Bottling Company. He became associated 
with the company in 1928 and was active in the 
management of the business until January, 1944, 
at which time he went into business for himself. 
He rejoined the company on the death of Mr. 
Jones, Sr., in August, 1950. 

H. L. (Buddy) Jones is secretary of the com- 
pany. He also was in business for himself at the 
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Thousands of people queued up to inspect the new plant were conducted without interference with regular deliveries, 
and participated in the opening celebration. The ceremonies using this fleet of 30 trucks (bottom photo). 
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time of his father’s death and re- 
turned to the bottling organization 
immediately thereafter. 

Ernest S. Rutherford, who has 
been with the company since 1943, 
is plant superintendent. 

William H. Wilkinson is sales 
manager. He was the company’s 
representative at Marion before go- 
ing into the Armed Forces in World 
War II. After serving three years 
he returned to Dixie and has been 
sales manager since that time. 

The plant has 2,758 dealers in its 
territory and serves some 200,000 
people. 

The territory served consists of 
(in Tennessee) Sullivan county to 
Kingsport; the greater part of Car- 
ter county including Elizabethton, 
and Johnson county. In Virginia: 
all of Washington county, all of 
Smyth county, all of Scott county, 
the smaller portion of Lee county; 
part of Russell county including 
Lebanon; Bland county including 
Bland; Wythe county including 
Wytheville; and a portion of Gray- 
son county. 

The four-day opening was excel- 
lently promoted. The mayors of both 
Bristol, Va., and Bristol, Tenn., pro- 
claimed “Bristol Thanks to Coke” 
Week; a half-dozen radio stations 
were used for hundreds of spot an- 
nouncements and fifty-five 15-min- 
ute to one-half hour programs; 
newspaper advertisements running 
from 14 to 2 full pages and feature 
stories appeared for a week prior to 
the opening; dealers were specially 
invited by the routemen and con- 
sumers ticketed by 25,000 bottle 
rings. At the opening, door prizes, 
continuous music and entertain- 
ment, movies of the 1950 World 
Series and other events rewarded 
the guests. 


NPA Approves Building of New 
Youngstown, Ohio Coke Plant 


The National Production Author- 
ity last month authorized the con- 
struction of a new Coca-Cola bot- 
tling plant in Youngstown, Ohio. 

Estimated cost of the new project 


is $132,500. 
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BOTTLER HONORED 


James T. Murray (hands clasped), 
president of the Coca-Cola Bottling 
Corp. of New York, received an hon- 
orary degree of Doctor of Laws from 
Fordham University at the 106th an- 
nual commencement exercises on 
June 13. Mr. Murray was graduated 
from Fordham, class of 1921, and of 
Fordham Law. class of 1923. He is 
pictured during the procession of six 
Catholic leaders honored by Ford- 
ham. 








Mr. and Mrs. L. C. Brown 

Mr. and Mrs. Lowell C. Brown, 
owners of the Double-Cola Bottling 
Company of Muskogee, Oklahoma, 
were killed in an-automobile acci- 
dent on May 26. Mr. Brown started 
the bottling business in 1947. 








/ akan 
Hock n Bull 


Ginger Beer 


THE SOFT DRINK wiTH THE - T|HGLY taste! 


GINGER BEER PROMOTION 


An intensive point-of-purchase ad 
placement drive is currently under- 
way in behalf of “Cock ‘n Bull” 
Ginger Beer, distributed by G. F. 
Heublein & Bro., Inc. Among the 
materials being made available to 
retail outlets are bottle toppers, case 
cards, shelf talkers. streamers, recipe 
folders and window displays (one 
shown above). 





SAMPLING - - 


(Continued from page 27) 





tie-in between the bottler, grocer 
and consumer, and also furnishes a 
definite record of actual bottles 
used. We suggest this plan: 


1. Have good dealers furnish 25 
to 50 names and addresses of 
beverage buyers who are regu- 
lar customers. 

Address a postal card to these 
people offering a free bottle 
if the card is presented to the 
dealer. 

Dealer is to charge deposit as 
explained on the card. 

Dealer should cooperate, as it 
gives him a chance to serve 
customer and make other sales. 
Redeemed cards should be 
paid for in bottles and re- 
tained for a mailing list. 
This same system could ‘be 
used for social and civic club 
members. 


Coupons 


Issue redeemable coupons to be 
distributed to grade school children 
and industrial workers. This will 
give distribution an effective lift 
and reach two excellent classes of 
consumers. The redemption of cou- 
pons for the retail price will please 
the dealer. The card should read, 
“We wish to treat you to a drink 
of at your favorite dealers. 
We pay him —c.”” The coupon could 
also carry a sales message. 

Nesbitt is currently urging its 
bottlers to sample, using a coupon, 
with the bottler having the choice 
as to how much he wishes to give 
away. The coupon card is govern- 
ment postcard size. 

An important area in which to do 
sampling is among. professional 
people. Send a letter with a coupon 
for a free carton (except deposits) 
and enclose a_ printed folder, 
to doctors, dentists and trained 
nurses. This sampling would afford 
an excellent manner in which to sell 
your story to professional people, 
who can be indirect salesmen for 
bottled carbonated beverages. 

Try sampling—it pays off! 
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TEMAN’S PRIMER--NoO. 1 


How To Sell ... These Days 


Gruances are like fleas on a dog 
they won't kill you but they sure 
keep you scratching. 

That piece of homely philosophy 
fits today’s situation in selling car- 
bonated beverages. The fast moving 
events of the past have 
changed the sales and business pic- 
ture, along with other things, for 
many of us. 


year 


These changes do not necessarily 
spell trouble. Some changes are 
good and some are bad for busi- 
ness. The main thing is to realize 
that time marches on and we can’t 
live in the past; we must keep up 
with the parade. 
efforts 
more necessary than they are to- 
day. Most lines remain competitive 


Good sales never were 


regardless of world conditions, and 
the time to bulwark the future of 
your business is now—by featuring 
sound values and superior sales- 
manship. The latter may require 


some sales training work. 


Skill Needed In Selling 


Experienced route men often 


need a “refresher” course—and 
new people most surely will benefit 
from all the sales training they can 
get. This applies not only to route 
salesmen but also to those who 
answer the telephone or contact the 
public in any way. 
Remember the 
farmer who 


overthrifty 
begrudged his plow 
horse his daily oats ration? He be- 
gan mixing the oats with sawdust 

a little more sawdust each week, 
until in two months the horse was 
on a straight sawdust diet. It 
worked fine for a few days and then 
the horse died. 
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You can do the same to your 
business by shutting off the vita- 
mins of advertising, merchandis- 
ing, public relations and salesman- 
ship. 

Competent help is becoming a 
problem. Bottling plants are losing 
their younger help to 
army camps, others to higher pay 
in defense plants. This calls for bet- 
ter proficiency among those that 
are left. Don’t wait until your cus- 


some of 


tomers complain about poor service 
and lack of courtesy before you do 
something about it. 

The rules for success in a war- 
time economy are much the same 
as any other time: don’t drift idly 
with the tide, put on extra effort 
and thus keep sales and profits in 
a favorable position. 

Now is an excellent time to build 
up contacts, friendly relations and 
good-will to carry us through any 
emergencies that may arise. Then 
if the emergencies do not occur, 
we're still ahead of the game. 

Some time ago the Joseph Katz 
Co. ran an ad in several publica- 
tions. Under the headline—To Sub- 


scribers to Business “Dope Sheets” 

the advertising agency said: 

“We don’t know whether the 
business dopesters were right or 
wrong. But we do know this: All 
you have to worry about is one 
business—your own. And if you 
work a little harder, advertise and 
sell a little better and stronger, 
you'll do better than the other fel- 
low—no matter what general con- 
ditions are.” 


Overcome Sales Resistance 


Sales resistance is a little worse 
than usual these days. In some lines 
it’s on account of high prices, in 
other lines it seems to be just a 
sign of the times—a kind of psycho- 
logical warfare. 

Sometimes people won’t buy even 
when you’ve got what they want; 
they kick about price or quality or 
some other point. They walk out 
like the Russians at the U.N. 

It is just human nature for pros- 
pects to buck and twist and squirm 
when it comes to buying. Only re- 
placement orders come easy nowa- 





to work to pull it your way. 





Everybody is trying to stretch the dollar these days and you have 











The magnet that draws trade is superior service and salesmanship. 





days. On additional items, prospects 
often use “‘the cold war” system to 
sidetrack your merchandise’ or 
methods 

That’s why sales training is 
needed to provide the various ele- 
ments of “know-how” which new 
salespeople need and which many 
experienced people neglect or have 
forgotten. 

Sometimes customer objections 
are real, representing honest differ- 
ences of opinion. But often they 
are not valid and in many cases 
they are rather flimsy excuses of- 
fered to hide the real reasons which 
lie more deeply buried. It is a way 
chosen by some .people to “let off 
steam’’—it makes them feel better 
about spending their money. Such 
sales should not be lost because the 
prospects are better with negative 
ideas than we are with positive 
ideas. Careful thinking and plan- 
ning will provide successful sales 
strategies to meet every situation 
that arises. 

Kelvinator recently brought out 
a training technique called “Practi- 
Sale.” It is a method in which a 
trainee acting as a prospect is given 
a complete sales presentation by a 
trainee acting as a salesman. Ef- 
fort is made to cover every imagin- 
able factor affecting the sale, either 
for good or for bad. 

A variety of different answers 
for all main factors are listed. 
There is also a section for objec- 
tions such as these: 1, want to 
think it over; 2, want to talk it 
over with husband or wife; 3, your 
price is too high; 4, your com- 
petitors are better. 

After the salesman has adapted 
his presentation to the prospect and 
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attempted to close the sale, the 
other trainees discuss and evaluate 
the demonstration. 

In sales circles Arthur H. Deute 
often has related “The Rise of Rube 
Wardell.” Rube started as a ship- 
ping clerk but later wanted to make 
more money and turned salesman. 
However, he could not remember a 
sales talk or the arguments with 
which to overcome objections. 

So Mr. Deute gave Rube a bundle 
of blank cards and every time he 
missed a sale he wrote down the ob- 
jections that caused it. Eventually, 
with proper study, Rube worked 
out a splendid system and his busi- 
ness picked up. Then he became 
over-confident, stopped studying his 
cards, and one day in the midst of 
a difficult presentation he could not 
remember the right answer. 

In desperation he reached into 
his pocket, found the proper card 
and read the answer to the pros- 


pect. The latter, intrigued by the 
card system, asked to try out some 
others. Rube said, “Go ahead, I’ve 
got reasons here you never heard 
of. Man, just spring your finest 
objections and watch me give you 
the answer.” 

The system worked and finally 
Rube said, “Say, mister, why waste 
more time on this? Let’s get to 
work on the order!” 

“Can’t buy anything today,” the 
dealer said, “I’ve got too much stock 
on hand right now.” 

“Hah,” said Rube, “that’s card 


* No. 13. Look here” and he read 


off the right answer. The dealer 
laughed and Rube wrote up his 
order. 

From that accidental discovery, 
Rube worked out a startling sales 
system. He would walk into a man’s 
store. Solemnly he would lay out 
his pack of cards, and say to the 
dealer, “There are 39 reasons why 
you don’t want to buy what I’m sell- 
ing. Here they are. And on the 
other side of these cards are all the 
answers. No use wasting your time 
or mine. Let’s get to work.” 

After a little by-play, while the 
dealer raised a few trial objections 
“to see how the system worked,” he 
usually bought. Rube ended up as 
an outstanding salesman because 
“he knew all the answers.” 

That is always one of the most 
helpful factors in sales work. 








“MISS B-1 WINE COOLER” 


She’s Carol Reed, who was chosen (for obvious reasons) in a contest 
conducted jointly by the B-1 Beverage Co., Chicago, and the Wine 
Institute. A joint promotion of B-l and wine is now underway in 
several key markets. 
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LESS SHUTDOWN TIME 


because Armstrong’s Hi-Speed 
Crowns have no burr 


on the underside 


One of the most outstanding advantages of 
Armstrong’s new Hi-Speed Crowns is_ that 
they reduce the amount of downtime on your 
lines. This is possible because Hi-Speed 
Crowns have no burr on the underside. 

Youll find that this construction minimizes 
scratching and marring of crown decorations. 
It reduces the amount of friction and scraping 
in crowner hoppers and chutes, It causes less 
dust in crowning machines. 


You can get these popular crowns now at no 
extra cost. Tests in the laboratory and actual 
use in the field have proved that these crowns 
are a big step toward more practical, more 
profitable bottling. For any further infor- 
mation you might want, write to Armstrong 
Cork Company, Glass and Closure Division 
6307 Prince Street, Lancaster, Pennsylvania. 


THERE'S A SOURCE OF SUPPLY 
NEAR YOU 
fo LE crOW 
WEST COAST REPRESENTATIVE: JOHN MULHERN CO > op-STY 
175 13TH ST., SAN FRANCISCO 3, CALIF \-SPEED CROWN 


3236 UNION PACIFIC AVE., LOS ANGELES 23, CALIF H 
116 STH AVE. NORTH, SEATTLE 9, WASH. 


R 
m BETTE 
crOwNS — int 
pi-SPEED side of ski 


were's WHY friction, 
w the purr 
This dicgro™ yon poste ~— 


Kirt has bee” 
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Air-free filling is assured only by the 
exclusive Liquid Low Pressure Filling 


System. No air is added to the bever- 








age to cause “coarse carbonation” and 


adversely affect taste and shelf life. 





THE LIQUID CARBONIC CORPORATION 
3100 South Kedzie Avenue @ Chieago 23, Illinois 
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Three extremely fruitful forms of advertising and sales 
for his business are coolers, store posters and bill- 


ICE COLD 


Cooler Sales 


boards, in the opinion of Thomas Womac, operator of 


Squeeze Bottling Co. 


Small Plant 


Deliveries are accomplished on three Dodge trucks, 
two of which are shown. Routemen work on a com- 


mission basis only. 


Mainstay of 








wt SMALL but increasingly active 
southern bottling business is the 
Squeeze Bottling Co. of Swains- 
boro, Ga. Owned by the Womac 
brothers, it is operated by Thomas 
W. Womac, the younger of the 
two. 

Thomas Womac has been in busi- 
ness only three years and is cur- 
rently Emanuel, 
Jenkins, Candler counties and in 
parts of Jefferson, Burke, Bullock 
and Toombes. He is planning to 


operating in 


expand his territory in the near 
future and to increase his plant fa- 
cilities to handle the greater vol- 
ume of business. 
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Today the plant consists of a 
Burns filler, made by the Burns 
Bottling Machine Works, and a 
Miller Hydro bottle washer. He 
has a franchise from the National 
Fruit Flavor Company to make 
“Squeeze.” 

At present Womac is bottling 
seven grape, 
lemon, cream 


flavors orange, 
strawberry, peach, 
soda and root beer. Capacity pro- 
duction at present is 75 cases per 
hour. 

He employs five men regularly; 
his salesmen working on a com- 
mission and bonus basis. He has 
three Dodge trucks to handle the 


distribution of his beverage line. 

Furnishing and servicing cool- 
ers throughout his area is the most 
effective promotion of his product, 
Womac believes. He is also a firm 
believer in radio advertising. Bill- 
board displays have also proved 
their value. It has been his experi- 
ence that newspaper advertising is 
less effective than these other kinds 
of promotion, but it is used on oc- 
casion. 

Whiie the plant is small and the 
business young, it is operated on 
sound business lines and has every 
prospect for mature growth and 
expansion. 
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ONLY YESTERDAY when this was glamour on the beach- 


]-UP was just getting in the swim! Va ——— 


TODAY its : 


household word 
throughout America! 








ea b> A//-family 
Drink / 
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7 ODAY’S youngsters are tomor- 
row’s home market 


So, it’s small wonder that the 
nation’s bottlers and parent com- 
panies continue to work every angle 
to get the country’s youth to try, 
buy, and keep buying soft drinks. 


Such efforts pay long-range divi- 
dends. But they have immediate 
benefits, too. For it has been reli- 
ably estimated that the country’s 
youngsters between the ages of 5 
through 20 spend upwards of $1,- 
000,000 a day on soft drinks. 
TELEVISION TIE-IN 


Whistle-Vess Beverages, Inc., of St. Louis, recently arranged an unusual 
merchandising tie-in with two Famous-Barr department stores in down- 
town St. Louis and suburban Clayton. Stars of the beverage firm's Sat- 
urday morning TV show (“Whistle Merry-Go-Round”), made persona) 
appearances at the two stores to sell Whistle T-Shirts, meet their young 
fans, and distribute autographs. In turn, the stores erected complete 
Whistle displays. Results, as may be seen. were highly satisfactory. 


And that is a big market! 

The photographs on this page are 
typical of current bottler promo- 
tions aimed at developing and main- 
taining the youth market 


Am AA SSA TEA AL IORI REI EAN ck roe 


ON TCP WITH HIRES 


Newspaper carrier boys were the re- 
cent guests of Frank Fleet, Hires bot- 
tler in Klamath Falls, Oregon. To 
show their appreciation, the boys 
clambored atop one of Fleet's bever- 
age trucks, consumed “umpteen” 
cases of Hires, and obligingly posed 


FISHING FOR GRAPETTE 


for a cameraman. This Hires bottler, 
incidentally. is co-sponsor of the 
“Saturday Roy Rogers Riders Club 
Show.” a radio program aimed at 
the youth market. 
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Each summer the Sportsmen's Club of Decatur, Ill., holds a big fisking 
contest for kids in one of the city’s municipal parks. The occasion attracts 
hundreds of youngsters. During the 1951 contest. Grapette bottler Guerino 
Fratti served cold Grapette to the appreciative crowd. The Grapette 
was delivered to the park in a special panel truck which also served 
as a dispensing counter. 
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ON. E of a series of newspaper advertisements 


now appearing in Tru-Ade markets 


TRU-ADE 


IT'S WONDERFy, > 


uu hen JOU Want a better 


her Nn Z ge— 


the 


ask for Tru-Ade 





Pi 
CK Up SIX iy THE HANDy CARR 
Y-HOME 


TRU-ADE, INC. 
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Tn science of color is essentially 
the use of color on a functional basis 
to produce certain definite, desired 
results. It is a science that is find- 
ing effective use in the beverage and 
bottling industries as well as in the 
packaging and selling fields. Like 
many other sciences, correct color 
use has been given a name that is 
expressive of its exact meaning and 
yet retains the vividness of modern 
expression. The scientific use of 
color is generally known as the 
Principles of Color Dynamics. These 
principles are a formulation of a 
series of tried and tested facts 
about colors which, like any other 
science, have been systematized into 
practical form. 

The growing understanding of 
color is in marked contrast to its 
casual acceptance in the past. Pre- 
vious to the past decade, which 
marked the development and formu- 
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A huge bay of polished plate glass embracing the entire operating front 
of the Syracuse, N. Y. Coca-Cola Company bottling plant. augmented 
by a bank of glass blocks, serves a dual purpose for this modern plant: 
it exposes the operating features and permits a tremendous flood of 
natural light to facilitate operations. A judicious use of selected colors 
brightens the interior and promotes good housekeeping. 





As A Working Tool 


All colors produce definite reactions on people. The 
use of color in industrial applications is outlined in 


this article. 


by J. C. THOMPSON, Pittsburgh Plate Glass Co. 


lation of the Principles of Color 
Dynamics, color was assumed to be 
a part of structural make-up or 
finish. Little conscious planning 
was given to its use other than in 
an aesthetic sense to achieve a color 
harmony in homes, stores and simi- 
lar places. In laboratories, fac- 
tories, offices and other industrial 
and commercial structures, practi- 
cally no regard was given to color. 
Emphasis was almost entirely on 
the use of paint as a protective 
element. In laboratories and schools, 
for example, a dull brown paint was 
used on the walls largely because 
it was thought to be more service- 


able. That a pleasant shade of 
green, for example, could have been 
used was seldom considered. This 
color would not only prove as ser- 
viceable, but would also provide a 
stimulating eye rest surface for the 
technicians and pupils. 

Color engineers in the past ten 
years have discovered many practi- 
cal facts about color. Thousands of 
applications in bottling plants, la- 
boratories, factories, taverns, bars, 
stores and homes have demon- 
strated, for example, that proper 
painting can mean the difference 
between merely average and most 
efficient operation. These engineers 
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have shown that correct colors point 
the way to lowered maintenance and 
upkeep costs. Time and again cor- 
rect color use has shown the natural 
that between 


relationship eXists 


color and light It has been estab- 
lished that color is an indispensable 
iwecessory to proper lighting and an 
economic method for obtaining 
illumination 


other 


maximum 
These 


essentially on the 


efficiency 
based 
that 
color has inherent power and energy 
that 
other 


and facts are 


knowledge 
used 


can be specifically. In 


words, color can be used in 
the same manner as any other pro- 
duction or selling factor. The means 
can be used for 


by which color 


these purposes is incorporated in 


the Principles of Color Dynamics 
Color Research Extensive 


These principles are established 
ipon the fact that color, a neighbor 
of the infrared, ultra- 


X-rays of the 


ing member 


Violet, and electro- 


has inherent 


The 
been the sub- 


magnetic spectrum, 


power and energy technical 


energy of color has 


ject of extended studies by the Mas 


sachusetts Institute of Technology 
and has been described in the hand- 
book 


Press. Generally speaking, all colors 


Colorimetry, Technological 


have definite wave lengths which 
travel, in the form of light, at the 
constant speed of 186,000 miles a 
second. This gives some indication 
of the staggering number of waves 
of a given color that enter the eye 
in one second. It is reasonable to 
assume that this constant and rapid 
bombardment of waves entering the 
eye would involve an actual power 
of stimulus. This would naturally 
affect the physiological process and 
The 
effect of this bombardment has been 
blood 


mental and 


the psychological sensations 


observed in changing pres- 


sure, muscular action, 
nervous activity and mood or sub- 
jects 


The 
lengths of color, the peculiar con- 


differences in the wave 
struction of the human eye, and the 
surfaces to 
different 
gives rise to many unusual prob- 


disposition of certain 


reflect or absorb colors 


lems cone erning color. For example, 


the eye is so constituted that it has 


the power to receive impressions of 
yellow, red, and blue. When the eye 
one of these 


is fatigued by any 


colors, it is incapable of seeing 
white light which is composed of all 
colors of light. Being blinded in a 
way by the rays of one color, it sees 
only the total of the 
Thus if the eye 


by constant 


remaining 
colors. is fatigued 
concentration on red 
and the gaze is shifted to white, it 
will see green, its complementary 
color formed by the colors blue and 
yellow. If a combination of comple- 
mentary colors, and each color has 
its complement, are used in a color 
scheme or for a sign such as blue- 
green ona background of red, it will 
cause vibration and produce eye fa- 
tigue. In what is known as bright- 
ness contrast the same color on dif- 
ferent backgrounds will appear in 
different intensities. For example, 
an orange circle on a background of 
red will appear more red than the 
background of 


Same orange on a 


yreen, 
Unusual Applications Prove Points 
unusual demon- 


There are many 





... draws the eye 


to Impulse Items 


Sta nge Color puts the SELL 


in Impulse Sales. 


HANSEN 
ONE-HAND 


ADVERTISING* wre tacker 


POSTERS 
SIGNS 
PLACARDS 


WINDOW 
TRIMS 
INDOOR 
AND 
OUTDOOR 
POSTING 
STREAMERS 
COVERING 
PANELS 


POINT-OF-SALE ADVERTISING is_ installed 
neater, faster, in more outlets —with the 
HANSEN one-hand Tacker. Zip! Zip! Fast as 
you grip—it drives T-head Tacks or two-pointed 
tackpoints. Holds 84 to 140 staples per loading. 

Extensively used by national advertisers, job- 
bers, distributors, bottlers, for timely, effective 
tacking of all types of indoor and outdoor point- 
of-sale materials. With Hansen, sales flow more 


REQUEST BOOKLET 


A. L. HANSEN MFG. CO. 
5056 Ravenswood Ave., Chicago 40, Ill. 


PEACOCK 
BRAND 


CERTIFIED 
FOOD COLORS 


freely. 
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Greatest Name in Coin Control Devices* Near You, a NATIONAL SERVICE CENTER with Factory Trained Engineers NEW YORK+CHICAGO+ST LOUIS«LOS ANGELES 


July, 1951 4] 





strations establishing these facts 
about color Perhaps one of the 
most unique and yet practical of 
these is found in New England 
where winters are long and cold and 
make the harbors ice-bound until 
late in spring. This caused the sea- 
faring folks to lose precious weeks 
How- 


waiting for the ice to melt 


broad strips of the ice with black 
paint. This black paint absorbed 
the light rays of the sun. The heat 
from these rays melted the ice and 
thus aided in clearing a passageway 
to the sea much faster than Mother 
Nature would have in the normal 
course of events. 


Other less spectacular but none- 


flection value can actually cause a 
lowering of visibility. Other colors, 
with less reflection value, such as 
Vista Green and Suntone, were re- 
vealed to have the power of proper- 
ly dispersing illumination and 
achieving maximum ease of seeing. 
Some colors have the power to make 
a person feel warm or cold or of 


ever, with typical Yankee ingeni- theless essential facts about color making them happy or sad. Certain 
ousness, they eased the problem by are now known. Color engineers, colors when used scientifically in 


ipplying a few sound principles of 


They 


for example, found that some colors a prescribed pattern can alter visu- 


color application. painted such as white that have a high re- ally the proportions of a labora- 
tory, plant or store. By recognizing 
TT eee and employing these characteris- 
Bes tics, color engineers have directed 
; them to productive goals. In the 
Principles of Color Dynamics they 
have established a tested medium 
for creating ideal environments and 
at the same time make it possible 
to effect better seeing and better 


housekeeping. 


Color Science Tested in War 


VEKO* ORANGE MAKES 
A DELICIOUS DRINK 


During the war thousands of 
plants found that scientific use of 
color actually helped increase pro- 
duction. By substituting attractive, 


morale-building combinations of 


..» Returns Real Profits 


natural color schemes such as Vista 
Green and Suntone to replace the 


MANY BOTTLERS tell us that until they oe, Se Sa wee eee 


switched to Veko they took a downright loss— 
or at best only a midget markup on every case 
of Orange sold. Vexo Orange Flavor sells fast 
because it’s tops in taste, and the figures look 
mighty fine on the cost sheets ness, made them more prone to 


whites, pleasant environments were 
created. These lessened the eye- 
strain and related muscular fatigue 
of employes, increased their alert- 
Check Veko costs now! Join the profit-wise adopt good safety and housekeep- 
bottiers who accept the Veo warranty of com- 
plete satisfaction as their assurance of success 


ing practices. This war tested in- 
dustrial innovation has been ex- 


- panded a thousandfold and the 
KEG. TRADEMARK 


Principles of Color Dynamics are 





now being applied not only to in- 


1-17 JUICE ORANGE BEVERAGE BASE No. 2000 


Color separate. Contains CITRIC ACID and Benzoate suffi- $4.25 
cient for finished beverage. Packed in 1 gal. cans (cases GAL 


of 6). Price in 5 case lots delivered in the East. 
2 Oz. No. 1883 CONCENTRATED ORANGE JUICE BASE $9 45 
in ¥ 
GAL 


dustrial plants but to laboratories, 
schools, hospitals, stores and other 
structures where men live or work. 


Recently a survey was made of 
Cloudy, colored. Delivered East of Kansas City, Kans. , , 
32 gal. lots. some 46 plants, ranging from small 


2 Oz. No. 1910 CLOUDY & COLORED ORANGE FLAVOR $6 55 machine shops to huge plane fac- 
Heavy clowd. Delivered East of Kansas City, Kans. in 32 _ tories which had employed the Prin- 
gal. lots. GAL ee sages 

ciples of Color Dynamics. It was 

@ Did you receive your 12-page booklet and price list? a ‘ 
Write today! found that the basic characteris- 


vy. a E- KOHNSTAMM, See. 


YORK 

T> NEW STAMM 
329 CANAL B Atg EE ‘ Cable Address: vEKO 

. WAlker > 
Telephone: 


tics of color were being used in 











three distinct but integrated pat- 
terns, with considerable emphasis 
on color application for production 
and safety 


This use of color as revealed in 
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the survey can be summed up as 
follows: 

A. The symbolistic characteristic 
of color, that inherent quality by 
which custom or practice has asso- 
ciated a product or function with 
a particular hue, was used for: 

1. Identification of materials and 

equipment. Although not basical- 
ly new inasmuch as some plants 
have employed some color symbols 
for a long time, the ramifications 
of its modern use can be classed 
as an industrial innovation. 

2. Speeding production by adop- 
tion of color codes, particularly 
for materials. 


2 


3. Improving the decorative 
scheme. 

B. The psychological characteris- 
tic of color, that inherent quality 
by which color can be made to cre- 
ate advantageous optical illusions, 
was used for: 

1. Minimizing the effect of 

weight or bulk 

2. Changing the apparent phy- 


sical proportions of an area or the 


visual elimination of an undesir- 


able structural feature such as an 

overhead mass of pipes and 

girders. 

3. Changing the apparent tem- 

perature of a working area by 

skilled use of “warm” or “cool” 
colors. 

C. The physical characteristic of 
color, that quality by which it can 
be classified as either brilliant or 
dull, glaring or non-glaring, strong 
or weak, was used for: 

1. Inducing orderliness and clean- 

liness in the working area, or in 

other words, developing a sense 
of good housekeeping. 

2. Reducing eyestrain and body 
fatigue. 

3. Eliminating specific safety 
hazards. 

4. Minimizing illumination main- 

tenance costs 

This survey was not an attempt 
to determine the exact plus or 
minus value of a color application 
percentage-wise. Cognizant of the 
fact that production officials were 
employing any number of new in- 
dustrial incentive programs simul- 
taneously, the aim of the survey 
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was to establish the general trends 
and accomplishments of scientific 
color use. The survey covered 17 
different 


search and manufacturing activi- 


types of industrial re- 
ties ranging from aircraft and au- 
tomotive production to assembly of 
electronic devices and included such 
exacting operations as textile pro- 
duction and food and drug prepara- 
tion. 

The work that has been done on 
the field of color in the past few 
years has tended to prove that color 
is a specific. As such it can be used 
n much the same manner as other 


implements or working tools. Thus, 
the choice of a color pattern for a 
laboratory, a bottling plant, a school 
or a home must receive careful 
consideration. No longer can just 
the aesthetic or protective aspects 
be the criteria of selection. Rather 
the actual effect of the color on the 
people in the room or area must be 
taken into account. In the modern 
application of color its inherent 
energy must be employed to control 
emotional reactions, to help safe- 
guard health and safety, and to 
maximum 


provide efficiency and 


comfort in man-made structures. 





consistent quality! 


GLENSHAW 





Yes, not only in the United States, but in 
countries throughout the world, Glenshaw 
Color-Print Bottles enjoy a reputation for 


GLENSHAW GLASS CO., Inc. © Glenshaw, Pa. 

















Oss advertising man can tell 


you the value of a recognized trade 
mark character—the added identi- 
fication, the merchandising poten- 
tial, the touch of humanity it can 
bring to a product. But what makes 
a trademark character click——well 
that’s another question 
\dvertisers, anxious to emulate 


the 


success of their brethren in 
every field from bananas to insur 
ance policies, have invested heavily 
in word and picture laboratories 
trying to nurture an embryo “John- 
ny” or “Ready Kilowatt” to life. 
The Booth Bottling Company of 
Philadelphia will 


there is no rigid formula for the 


amen the fact 


creation of a trademark character 
For Booth's now boasts a “Booth 
Girl” that like Topsy, 


“just growed”. And in growing, the 


Beve rape 


“Booth Beverage Girl” has hypoed 
the bottler’s product to the greatest 
percentage sales gain in the Phila- 
delphia market in the past two 
years 
When 


made her first appearance on a 24- 


‘Booth’s Beverage Girl” 


sheet ginger ale poster, she was 
just a visual come-on to the phrase 
“Taste that imported Jamaica Gin- 
ger Flavor’. But the character, a 
Jamaican girl, with eyes coyly 
averted, clicked with everyone who 
saw her. Booth’s executives, the ad 
vertising agency, and the Philadel- 
phians who took one look at her and 
bought, were agreed that here was 
a trademark character worth pro- 
moting 

The girl immediately became a 
regular feature in Booth’s heavy 


television and outdoor advertising 
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favorites 


oth’s 


beverages 


Originally created to plug the imported Jamaica ginger flavor of Booth’s 
Ginger Ale, the “Booth Beverage Girl” now appears on all Booth products. 
Here, she wears candy canes in her head-dress on Booth’s Christmas 


poster. 





schedule. On television she was 
brought to life by a beautiful model 
On outdoor, her colorful head dress 
became the means of promoting 
Booth’s full line of “True Fruit” 
When Booth’s promoted 
their Wild Cherry flavor, the girl’s 


head dress became a bowl of cher- 


flavors 


ries—during the Christmas pro 
motion it featured brightly colored 
candy canes 


Jooth’s, through its agency, 
Harry Feigenbaum of Philadelphia, 
has now redesigned its label, to in- 
corporate the tremendously success- 
ful trademark. Just how much the 
advertiser thinks of its girl lies in 
the fact that through the years 
Booth’s has spent well over a mil- 
lion dollars to sell a distinctive 
Booth’s 


room on the label for the coy Ja 


logotype. Now it makes 
maican girl. 

The trademark, which “just 
gsrowed” out of Booth’s initial ad- 
vertising program with the Feigen- 
baum agency two years ago, Is ¢ ited 


as one of the biggest factors in 


Booth’s tremendous sales increases 
in the Philadelphia market. 

At present, all three Philadelphia 
television stations, outdoor paint 
and posters and point-of-sale mate- 
rial are being used 

It’s a cinch you'll find “Booth’s 


3everage Girl” on each 


The new Booth Beverage label. left, 
features the Booth Girl in a modern- 
ized setting that retains the basic 
feeling of the old logotype. 
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HOW THE DURAGLAS METHOD OF 
BOTTLE-MAKING BENEFITS YOU 





Aa THE FORMING MACHINES... 
at the lehr...at the raw material loca- 
tion—strict QUALITY CONTROL 
under constant check, rules in the man- 
ufacture of Duraglas beverage bottles. 


The result is dependably strong, 
high-trippage bottles of uniform ca- 
pacity, with high resistance to wear, 





heat, cold, and washing solutions. 


One of the reasons you are assured 
of the finest bottles always is because 
continuing research at the Duraglas 
Center, the world’s largest glass con- 
tainer laboratory, keeps Duraglas 
bottles at top quality. 


It is one of the reasons why it pays 
you to depend on Owens-Illinois for 


all your beverage bottle needs. 


yuo tas Beverage Bottles 4) Sing 


OWENS-ILLINOIS GLASS COMPANY e TOLEDO |, OHIO © BRANCHES IN PRINCIPAL CITIES 
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Watch Dealer Relations 
In Transitional Markets 


F vom all indications, we are fac- 


ing a seller's market—in other 
words, a situation in which pro- 
curement of raw materials and sup- 
plies will be more of a problem to 
the bottler than disposing of his 
finished beverages 

The situation today is not by any 
means as acute as prevailed during 
World War II 


only 15 to 20°; of our national 


It is estimated that 


products this year will be deferred 
to the armament program (barring 
an all-out war) as against 45 to 
50 during the period from 1942 
to 1946. Nevertheless, scarcities are 
bound to develop in critical materi- 
als, and non-essential goods will 
be hit first and hardest. This con- 
dition, even in a modified form, 
calls for some careful navigation 
on the part of the bottler as well 
as by producers in other industries 


\s regards meeting the problems 
of procurement, there is little that 
the average bottler can do other 
than to place orders as far ahead 
as possible and use every influence 
to get prompt deliveries from his 
We say this be- 


cause it is always the attitude of 


sources of supply 


manufacturers in a scarcity market 
to favor their old and established 
customers ahead of new outlets. 
This attitude is natural and logical 
It prevails between the bottler and 
his suppliers in the same way that 
it prevails between the bottler and 
his dealers. Bottlers who seek new 


sources of supply for materials 


which are not available through 
their regular channels are obviously 
making the change for purpose of 
expediency. 

If conditions develop to the point 
where we face shortages or ration- 
ing of such commodities as sugar, 
glass, cases, machinery, citric acid, 
etce., the manufacturers of these 
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Dealers expect good service and fair play from routemen. 
Many bottlers lost valuable patronage during the last 
war because their routemen forgot how to sell and their 
service was allowed to deteriorate. 





essentials will be guided by two 
considerations. The first is the pur- 
chase record of the bottler and the 
second is his credit record. It is 
only natural and fair that bottlers 
who have favored certain manu- 
facturers for years will get prefer- 
ence on their current requirements. 
It is likewise natural that bottlers 
who are rated as poor or slow 
payers are not going to get prefer- 
ential 
scarcities. Bottlers who have coop 
erated on both of these counts have 
a right to expect reciprocation from 
their suppliers and usually get it 
Aside 
procurement, 


from the difficulties of 
there are several 
things for the progressive bottler 
to keep in mind while navigating 
his business through a seller’s mar- 
ket. First, the attitude of the deal- 
ers is more demanding and more 
critical. It is more demanding in 
that old customers expect to be 
taken care of, and more critical in 
that merchants are sensitive to an 
indifferent attitude on the part of 
salesmen. Many a bottler lost valu- 
able patronage during the last war 


simply because his route men forgot 


treatment in the face of 


how to sell and his service was al- 
lowed to deteriorate. 

In some cases, bottlers were con- 
fronted with a shortage of man 
power and transportation equip- 
ment to the extent that retailers 
called at the plant in their own 
trucks to pick up beverages. Such 
situations were, in some cases, un- 
avoidable and may again prevail. 
If they do, it is highly important 
that dealers understand the prob- 
bottler, 


understanding can co- 


lems of the since only 
through 
operation and good will be assured. 
When distribution is conducted on 
an impartial basis and service is 
maintained on the highest possible 
plane, the merchant can have little 
‘ause for complaint. 

A bottling business, like other 
businesses, is not a temporary oper- 
ation—it is the growth of a life- 
time, sometimes several lifetimes. 
Searcities are invariably tem- 
Economic history 
that they are always followed by 
surpluses, as they were after World 
War II. We are all familiar with 
the saying, “In Time of Peace Pre- 


porary. shows 


pare For War.” An equally import- 
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ant axiom is, “In Time of War Pre- 
pare For Peace.” In other words, 
we must so conduct our businesses 
during a seller’s market that when 
we come into the next buyer’s mar- 
ket—-which may be this year or 
next year—we shall have retained 
the good will of our suppliers and 
our customers to the extent that 
the transition to “Business As 
Usual” will be smooth and uninter- 
rupted. 


Every bottler has much more to 
sell than merchandise. There are 
other elements which pave the way 
for easy selling and without which 
business is hard to get. We refer to 
a reputation for fair and ethical 
dealing, conscientious service, quali- 
ty products, courtesy in all its 
phases, and expression of the per- 
sonality, or individuality, which 
makes one business different from 
another of the same type. 


These intangible plus values are 
sold through the power of adver- 
tising and merchandising, but most 
important of all they are sold 
through personal contact. It is im- 
portant for every bottler to main- 
tain his advertising and merchan- 
dising activities even when he can 
sell more than he can produce, so 
that when the situation changes 
his brand names will not have been 
forgotten and the reputation of 
his business will have been main- 
tained. It is also important for him 
to school his route salesmen in the 
handling of dealers in such a way 
that there will be no friction, no 
suspicion of favoritism, no evidence 
of indifference which is always 
remembered after the conditions 
which caused it have been forgot- 
ten. 


Keep advertising, keep  mer- 
chandising, and keep selling even 
though you may at times have an 
empty warehouse. This is the only 
attitude which will insure bridging 
over to the time when competition 
again will be shooting at you from 
all directions, and when dealers 
will be inclined to shop around in- 
stead of buying what they can get 


when they can get it. 
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WHERE YOUR CORROSION RESISTANT 
PIPING PROBLEMS 
ALWAYS FIND THE RIGHT ANSWER 


TRI-CLOVER offers over 30 years of spe- 
cialized experience in solving corrosion-resistant 
piping problems for Industry. Skilled craftsmen 
and engineers in four completely equipped plants 

have made the name Tri-Clover on stainless steel 
and alloy fittings, valves, pumps, and specialties 
signify unexcelled performance. 

Your selection of the right fitting, tubing or 
pipe for the right job is made easier by 
Tri-Clover’s complete production and engineer- 
ing facilities. Benefit from this fact. For here is 
one dependable source . . . one responsibility for 

your piping problem. 

Remember to specify Tri-Clover! 


f= PbO 


1b AER EN TSIEN AS 





EXPORT DIVISION — 8 So. Michigan, Chicago 3, U.S.A. 


MACHINE CO. 


Kenosha, Wisconsin 


TRIALLOY AND STAINLESS STEEL FABRICATED STAINLESS STEEL 
SANITARY FITTINGS. VALVES. INOUSTRIAL FITTINGS AND 
PUMPS, TUBING, SPECIALTIES INDUSTRIAL PUMPS 


THE Complete LINE 





_6i” Kechunator 
BEVERAGE COOLERS! 


Get the choice traffic locations that dealers will # WHERE else can you find advantages like 
give Kelvinator Beverage Coolers—extra-sales ¥ these: Attractive Financing, including the 
will follow! Get features you can rely on for ever-popular Meter Plan! A nation-wide net- 
longer life and lower costs! And, to promote —_ work of 44 distributors with assistance on sales, 
the impulse sale of your product, look into the _ servicing, and finance! 5- Year Warranty! Start 
Kelvinator Beverage Cooler Program. NO- right now — fill in and mail the coupon below! 


Cut out coupon. Paste on penny post 
card and mail today! Mail this coupon 


bit / today —and receive by return mail this 
f e booklet crammed full of valuable in- 
Fi formation on how to sell, service and 


finance your own Cooler Program. 


Beverage Cooler Department, Nasn-Kecvinator Corporation 
14250 Plymouth Road, Detroit 32, Michigan 


Gentlemen: Please send me pricing information on the new Kelvinator 
Beverage Cooler. Also send me without cost or obligation your illustrated 
booklet “Bottlers’ Operating Guide™ containing information on how to 
sell, service and finance my own Cooler Program. 


NAME 
STREET ADDRESS 


CITY ZONE STATE 
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Pepsi's Portable Vending 
Aided by New Filling Unit 





S. & S. Products Company, Lima, 
Ohio, has been commissioned by the 
Pepsi-Cola Company to assemble a 
unique type of drink dispenser. 

Primarily intended as a filling 
unit for the Pepsi-Cola “Tote Bar,” 
the unit has demonstrated success- 
fully its ability to dispense drinks 
at or below 35° under the most ex- 
treme field conditions. 

For practical purposes, its cool- 
ing capacity is unlimited, and it is 
particularly well-suited for opera- 
tion in ball parks, race tracks, beach 
concession stands, and other loca- 
tions where traffic is very high and 
sales are continuously made. 

The basic cabinet of this filling 
unit is an S. & S. Products Com- 
pany cooler. Other components, in- 
cluding the heavy duty Temprite 
carbonator, Bastian-Blessing draft 
arms, and Heat-x-Changer cold 
plates, are so mounted as to make 
the unit easily serviceable and 
rugged enough to stand up under 
the harshest treatment. 


SPEEDWAY SALE 


CONCESSIONAIRE’S “OASIS” 


Designed for use at peak traffic con- 
cession sites such as race tracks 
and ball parks is this new drink dis- 
penser being built by S. & S. Prod- 
ucts for Pepsi-Cola. Utilizing an 
S. & S. cooler cabinet to keep the 
bulk beverage at or below 35°, the 
unit is used to fill portable Tote 


Bars carried by hawkers. 





At the Indianapolis Motor Speedway, a hawker vends a cup of Pepsi- 
Cola from a Tote Bar strapped to his back. As soon as he “sells out”, a 
quick refill is available from the concessionaire’s S. & S. cabinet. 
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OF 


CALIFORNIA 


WD. 
... do more people buy 


Nesbitt’s than any other 
Orange soft drink J) 
S) 


Because it is the best tasting and 
teria (ehacadtiaeMelats) aol Mice atte! 
in the country 


In every Nesbitt franchise terri 
tory you will find it is the con 


sumers’ choice by a wide margin 


Our represertative will be glad 
to call on any interested bottler 
in any open territory 


NESBITT FRUIT 
PRODUCTS, INC. 


2946 EAST llth STREET 
LOS ANGELES 23, CALIF. 


Nerbitls. name on an orange drink 


is like Sterling stamped on Silver 








VENDOR AND COOLER NEWS 


PLACEMENT 
FINANCING 
MERCHANDISING 
MARKETS 


cosTs 





SERVICING 


CORNER —— 


A ruling by a Kentucky cir- Chicago by the SuperVend Sales Corp. of Illinois.) In 
Lexington Coke cuit court has held that the explaining the new marketing set-up, Judge M. M. 
Wins Suit Coca-Cola Bottling Co. of Miller, president of the parent SuperVend Corp. told 

Lexington, Ky. was not the “Cooler Corner”: “Agreements were reached with 
subject to a vending machine tax levied by that city the Coan Mfg. Co. because I feel both management 
The plant, which owned 120 coin coolers in question, and personnel have a thorough knowledge of the auto- 
successfully contended that the local tax of $15 per matic merchandising industry. With their many re- 
machine was applicable only to the actual operator gional representatives, their understanding of the 
of the equipment, i.e. the outlet using the vendor problems of operators, and with their facilities of 
Coca-Cola Bottling’s suit, instituted back in Feb., service, the company should set a new record in cup 
1950, also attacked the municipal levy as inequitable, vending machine sales.”” Recently named to the Coan 
pointing out that while cigarette machines were only organization as general manager of field operations 
taxed at the rate of $5 each with the provision that was Fred N. Pierson, former vice-president in charge 
no more than a maximum levy of $250 would be col of sales of the Vendo. Co. (Kansas City), chief builder 
lected for any single cigarette vendor operation, no of coin coolers for Coke bottlers, and a brother of the 
such ceiling was granted for soft drink coin cooler chairman and the president of Vendo. 


routes 


Exclusive national sales 


rights to its 3-drink 600 “ail 





Coan To Sell SuperVends 
cup ven do. have been N. Y. DEBUT 
granted by the SuperVend FOR JACOBS 

Cor} Dallas) to the Coan Mfg. Co. (Madison, Wisc. ), Making its debut in the 
a leading manufacturer of candy dispensers. Coan New York area is this 
‘ ; new F. L. Jacobs (De- 
plans to market some 1,800 of the cup machines which  ¢goit) J-50 coin cooler. a 
were built for SuperVend by the Texas Engineering — ae 
. ‘ even . : machine being markete 
& Mfg. Co. (TEMCO), and it will also supply parts te Pogai-Cola Beonsecn. 
and service for all models. (Introduced in 1948, an peg tg — 
, on slan it ant 
estimated 1,400 of these cup multi-drinkers are cur- of BS eg an 
rently on location around the country, with a consider- Ce manufacturers of 
control equipment for 

able number operated by bottlers. During 1950 sales bottling plants. 


and servicing of the machines was conducted from 
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The Sherman Theatre in 
Birthdays, Movies, Goodland, Kans., in cooper- 
& Drinks ation with the local Coca- 

Cola Bottling Co., has 
worked out a promotional good-will builder that effec- 
tively ties-in entertainment with soft drinks. Theatre 
manager Charles Rees, who follows a practice of mail- 
ing out a birthday greeting to teen-age patrons, includes 
a pass to the movie house along with a coupon good 
for a free Coke. The Sherman’s concession stand 
utilizes a manual Vendo (Kansas City) cooler to sell 


Coca-Cola, Squirt, and flavors over-the-counter 


During the year since the 
Draft Ups GI Potential Korea fighting began, U.S. 

Armed Forces have jumped 

in size from 1,458,000 to 
almost the planned permanent strength figure of 3,- 
462,000 troops, with this build-up broadening the mili- 
tary market for soft drinks. A new draft law extends 
Selective Service to 1955, increases inductees’ service 
to a 24-month period, and lowers the eligibility age 
to 18's vear olds. After mid-1952, when a large num- 
ber of current reservists and National Guardsmen will 
come up-for discharge, the Armed Forces will include 
more and more draftees—youngsters who are prime 
soft drink consumers. Vending machines are playing 


an increasing role in serving this market, supplement- 





Model 
1400-WD ELECTRIC 


MANUFACTURED BY 


S.&§. Propvwcts, Inc. iz 


LIMA, OHIO [im 


P. O. BOX 1047 * 
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ing over-the-counter PX outlets and providing round- 
the-clock availability. Typical of the bottlers tapping 
such locales is Pepsi-Cola Syracuse, Inc., Syracuse, 
N. Y., which has spotted a considerable number of 
10-case single-drink Vendorlators (Fresno, Cal.) at 
Sampron Air Base, a basic training station for the 
Air Force. With his competitor using similar equip- 
ment, bottler John L. McCormick reports his vendor 


volume at “better than 50%” of the total coin cooler 
sales. Machines are rented to the Sampson Exchange 


(PX) and stocked by the plant’s driver-salesmen. 


The Military Sea Transpor- 
Cup Machines tation Service (MSTS 
Board MSTS Navy agency which pro 

vides shipping for all the 
Armed Forces, has begun to install cup vendors on 
some of its vessels. Staffed by crews of Civil Service 
merchant marine men and a Navy contingent, this 
line transports troops, military dependents, and civil- 
ian workers travelling at government expense, and 
in a single year it carried 1,208,000 passengers. Initial 
placement of drink machines is being made on ships 
in the Atlantic Operation, running out of the N. Y 
Port of Embarkation (except cargo freighters and 
LST’s), and current plans are for 2 vendors on troops 
decks and 1 on cabin decks, with location subject to 
the direction of the ship’s captain. Since extensive 





COOLERS 


MAIL THIS COUPON NOW! 


' Gentlemen: 


Without obligation, please send catalog and prices on QuiKold 
1 beverage coolers to: 


NAME 








STATE 
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From this 


“OAKITE LUBRICATOR 
...@ little drip to save you money 


Here, at last, is an entirely new conception of conveyor 
chain lubrication. It's the Oakite drip method now being 
adopted by many of the nation’s leading bottlers. It pro- 
vides these outstanding advantages: 


@ Stops bottle breakage 

e Prevents bottom-of-bottle dirt rings 

e Cuts conveyor out-of-service cleaning time 
@ Reduces power costs 


e@ Minimizes burn-out of motors 


HERE’S HOW IT WORKS! Into the *Oakite Chain 
Lubricator, pictured above, is placed a long-lasting supply 
of jelly-like soap (known as Oakite Composition No. 6) 
Over this soap composition, water is allowed slowly to 
trickle. The overflow, which by now isa slippery solution, 
lubricates moving conveyor chains by controllable drip 
action. 


HERE’S WHERE YOU SAVE! Wet-soap lubrication 
with Oakite Composition No. 6 prevents excessive build 
up of gate peessure . . . eliminates bottle-breakage. It 
keeps chains scrupulously clean and sanitary . . . eliminates 
frequent down-time for cleaning. It provides free flexing 
of chains around guides and sprockets . . . reduces drag, 
cuts power costs and helps hold motor burn-outs to a 
minimum. 


GET THE FACTS! Send for interesting 6-page folder 
giving full details. Better yet ask for demonstration on 
your own conveyor system. Literature and in-plant service 
free on request. No obligation whatsoever. Put this little 
drip to work saving money for you today! 

*Oakite Chain Lubricators are issued FREE on loan 

to all users of Ockite Composition No. 6. 


OAKITE PRODUCTS, INC., 26A Thames St.,NEW YORK 6, N.Y. 


ized INDUSTRIAL CLeay, 
etc! 


- OAKITE 


ct 
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manual refreshment facilities cannot generally be 
provided for the passenger population (which includes 
wives and children) on these 


chandisers are 


vessels, automatic mer- 
being utilized to furnish thirst- 
quencher service. Similar installations may eventually 
be made on vessels operating out of San Francisco 
in the MSTS Pacific field command. 


* rm * 


With 100 of the new F. I 
: Jacobs (Detroit) J-50 ven- 
N. Y. Pepsi Bows J-50 dors scheduled for place- 

ment by the parent-owned 
Pepsi-Cola Metropolitan Bottling Co., the first of these 
units have begun to appear in New York City loca- 
tions. Fully automatic and operating on a gravity- 
feed principle, the machine vends 50 8-oz. 


Pepsis and stores 35 more in pre-cool. 


Jacobs 
Designed for 
use in moderate traffic sites, this vendor is the smallest 
unit currently available to Pepsi-Cola bottlers. Current 
plans also call for the machine to be utilized in Canada, 
where it will dispense the Imperial-size 10-oz. drink. 


* + % 


Down in the Ozarks, bot- 
Nesbitt Covers tler M. H. Cash, Jr., owner 
“Dominant Third” of the Nesbitt Bottling Co. 
of Harrison, Ark., is build- 
ing extra plant volume through an intensified vendor 


’ 


placement program that produces “plus” on-premises 
sales for his line, which also includes Dr. Pepper, 7-Up, 
NuGrape, and Mason’s Root Beer. Nesbitt Bottling has 
already spotted nearly 200 machines in this area, cover- 
ing a dominant one-third of the potential outlets in 
the territory. With an eye on the youth market, bot- 
tler Cash also reports that his plant’s products are 
sold in every school in the section handling soft drinks. 


# 


SUPERMARKET SALESMAKER 


Making plus profits for the outlet via cold bottle sales 
to thirsty shoppers and serving as a point-of-purchase 
reminder that increases take-home carton and case 
volume, for Dr. Pepper, coin coolers such as this 
SelectiVend (Kansas City) S-48 are becoming standard 
supermarket fixtures. 
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Some interesting _ back- 
‘ . ground data on airport 
Airport Potentials concession operations can 

be gleaned by bottlers in- 
terested in cooler and vendor outlets in such locales 
from a study issued by the Civil Aeronautics Adminis- 
tration, titled “Airport Terminal Activities and Space 
Utilization.” This national survey, covering activity 
at 34 varied types of airfields during Aug. and Sept. 
1949, showed that all but 4 had a primary eating 
establishment, while 12 had snack bars and 5 had bars 
serving liquor. In discussing Sunday vs. weekday con- 
cession patronage, the study notes that “there gen- 
erally appears to be little difference . . . at most of the 
airports surveyed” and observes the “ratio of conces- 
sion customers to passengers is a fairly firm one.” It 
found a proportionately greater number of customers 
to passengers in smaller fields, explaining that in the 
small town “the airport and its various concessions 
play a more important role as attractions than in the 
larger city with its many competing attractions.” 
While the report carries no data on soft drink sales, 
it cites the use of vendors as supplemental concession 
facilities. With airlines currently enjoying one of their 
better traffic years, bottlers may find it worth while re- 
checking the beverage potential via vendors and cool- 
ers at airports in their territories. 


* 


Confection Cabinet, nation- 
“Diversification” For 
Confection Cabinet? 


al theatre refreshment con- 
cessionaire, which made its 
debut in the drink vending 
field last year when it contracted to service cup vendors 
in the Loew movie circuit, now appears to be set to 
diversify its automatic merchandising locales. In an 
initial move outside of its cinema sphere, the firm has 
obtained the rights to operate about a dozen cup ma- 
chines in L. Bamberger & Co., large Newark, N. J 
link in the R. H. Macy department store chain. Macy’s 
has had cup equipment in its own New York store 
since 1939, while Gimbel’s, another Manhattan giant 
emporium, installed drink vendors about two years ago. 


With supermarkets  spec- 
Supersales in 
Supermarkets? 


tacularly increasing from a 
scratch start in 1932 to a 
current 15,000 outlets, such 
sites are attracting intensified parent company atten- 
tion, and, in addition to the standard push for shelf, 
carton rack, and island displays, coin cooler placement 
is being stepped up. Tallying estimated annual sales 
of better than $10,000,000,000, the supers account for 
about !3 of U.S. retail food dollar volume, and recent 
ads in the trade publication “Super Market Mer- 
chandising”’ throw some light on the cooler and vendor 
pitch being made to these locations. A Coca-Cola ad- 
vertisement reads: “With 2% sq. ft. of floor space 


occupied by a cooler for Coca-Cola, you can get a lot 
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As an example of the ‘‘pell-mell sell’’ of Frostie, 
read this letter from one of our new bottlers: 


“Since starting on the street with Frostie, May 11, 
the reception has been extremely favorable, both by 
the public and the dealers. 
Now as to repeat sales: our first Frostie 
customer took one case. Two days later he got 
two, then five, then ten, a total of 18 cases. Within 
the first week and a half he had sold 36 cases. 
Other dealers are coming along in a very favorable 
manner. 
In introducing Frostie, we have employed no 
free deals, no give-away case, or any other 
introductory offers. We have simply sampled the 
dealers and let Frostie speak for itself. 
Sincerely yours, 
Arthur M. Sharp 
YACHT CLUB BOTTLING WORKS 
Centredale, R. I.” 
If, to date, there is no Frostie in your territory, you're 
sitting ona large treasure chest of fast, easy, sure 
profits! Every single Frostie bottler and mind you, 
this is without exception has instantly taken his 
place among the top franchise holders from the 
moment Frostie hit the street. For 
Frostie Old Fashion Root Beer has 
such a rich, such a different, such a 
full-bodied, genuine root beer flavor 
that it opens that treasure chest for 
you! Now, don’t take our word for it 
(we are probably prejudiced) ... check 
with any Frostie Franchise holder. In 
the meantime, send the coupon below 
our field man will fill in the details 
without obligation 


FROSTIE 


OLD FASHION 
ROOT BEER 


ANY 
MARYLANO 


THe FROSTIE comP 


oe 


BALTIMORE 28, - 
d, bet | want to know more 
Vv 


VIN talk to him! 


-  ageiaeenine 


n——— 


ADDRESS a 
— 


— 
a 


mai coupon TODAY! 


Sounds g°° 


oround . 


NAME——— 














BUSINESS OPPORTUNITY 
for ESTABLISHED BOTTLER 


who is interested in fortifying his competi- 


tive position. To such a bottler (provided 


his franchise territory is still open), we offer 


the opportunity of becoming the dominant 
orange drink bottler in his area. The SUN 
SPOT Franchise is famous for quickly cap- 


turing, holding and building a bottler’s mar- 


ket. It also has a remarkable record for get- 


ting the bottler’s present production into 


more outlets at a rapid rate of speed. Write 


for details. We will give you all the facts— 
3 file folders full. Write and find out why 
bottlers say: “When you write to SUN 


SPOT, they send you a world of informa- 


tion.” Find out how you can cut costs and 
send sales soaring with SUN SPOT. Write 
to SUN SPOT COMPANY OF AMERICA, 
1520 RIDGELY ST., BALTIMORE 30, 


MD. 
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Boxes are 


National boxes save you 
time and money by re- 
ducing bottle breakage, 
repairs and replacements 
because they're tough. 


Box No. 11 (illustrated) is a non- 
partition, city delivery case hold- 
ing two dozen 11 to 16 oz. bottles. 
Also supplied for steinies 


Box No. 11A holds one dozen 24 
to 32 oz. bottles. Also supplied for 
steinie quarts 


National will design boxes to meet 
specifications, with or without 
wooden partitions 


i 3 


U 





A TOWN TALK 
PARTITIONS 


Any National box can 
be fitted with Town 
Talk unbreakable 
partitions, proved to 
double the life and 
strength of the box 
Cross pieces, snugly 
slotted through each 
other, form a sturdy 
partition designed to 
take abuse 








for information write to Dept. G 


BOX & LUMBER CO. 


NEWARK 5, NEW JERSEY 


more people into your store. The sale of just 1 case 
a day through the cooler means 7,488 customers served 
in a year—7,488 buyers for everything else you carry. 
As a builder of store traffic, you can’t beat a Coca- 
Cola cooler—and Coca-Cola.” Pepsi-Cola, also making 
a bid for this market, notes that cold bottle sales 
are an extra profit source, and points out to the dealer 
that: ‘““More and more big markets are making extra 
Pepsi sales by installing vending machines to serve 
Pepsi ice cold to thirsty shoppers. Ask your salesman 
what type machine he recommends for your store.” 
Making its drive for overall volume in such sites via 
take-home sales and on-premises consumption, its copy 
carries this offer: “If in 30 days Pepsi does not become 
one of your 5 biggest profit-makers, we positively guar- 
antee to pick up your remaining stock and refund your 
full purchase price on it.”” While Grapette centers its 
retailing approach around the suggested building of 
island displays, its ad observes that a large percentage 
of increased soft drink volume can come from “small- 
fry customers .. . little children with big profit poten- 
tials,” a prime target for the impulse salesmaking 
abilities of coolers and vendors. As a result of this 
automatic merchandising drive, it’s not too unusual to 
find two competitive coin coolers in the larger super- 
markets, which average 9,600 sq. ft. of floor space. 


Picnic coolers are once 
ae again starred in the “Fresh 
Picnic Plug By 7-Up Up Family” ads of the 
parent Seven-Up Co. in 
such consumer publications as the ‘Ladies’ Home 
Journal”. One current advertisement shows a family 
group at the beach, toasting weenies and drinking 
7-Up, with a Progress (Louisville) portable cooler 
prominently in view. 


A brief trial rental period, 
Trial Rental whi ¢ h demonstrates the 

“plus” profits in a coin 

cooler, has been promoting 
vendor sales for the Tracy Bottling Co. of Tracy, 
Minn. With most of the machines geared to nickel 
operation, this plant has followed a policy of renting 
vendors at 15 cents a case (with a few on a 20-cent 
rate) for 30 to 60 day test periods, after which the 
equipment, having proven its earning power, is sold 
outright to the outlets. Tracy Bottling has been util- 
izing both single-flavor Highway Steel (Chicago) and 
selective American (Los Angeles) and Ideal (Bloom- 
ington, Ill.) coin coolers, but bottler A. M. Enger- 
bretson reports that the firm is now concentrating 
on Ideal unity to vend its varied line, which includes 
7-Up, Orange-Crush, and Dr. Swett’s Root Beer. Says 
Mr. Engerbretson: “We are located in a farm terri- 
tory with small towns, and so we find the largest 


volume is obtained through schools, although most of 


National Bottlers’ Gazette 





Aeartiest Pracse for Evans 


Heater softer. 10 Years Use! 











This revolutionary solution heating 
unit burns gas. Holds temperatures 
automatically; just light it and for- 
get it. There is a size for every need. 
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Read These 
i | 3 | Two Letters From 


Louisa Coca-Cola 
Company! 


HUNDREDS OF BOTTLERS ENDORSE THE 


EVANS HEATER 


What better proof of Evans Heater superiority could any bottler 
want than letters like this from enthusiastically-satisfied users? 
We have hundreds of ’°em! Evans Automatic Heating Units re- 
place expensive, troublesome boilers . . . save on fuel cost, save 
time, labor, bottles, insurance! Write for descriptive literature 
and names of Evans users near you. 








CERELOSE 


BRAND 


dextrose 


PURITOSE 


BRAND 


CORN SYRUP 


‘e| PY Conanot? 


more flavorful 
soft drinks... 


make them with 
CERELOSE 


BOTTLERS know that more flavor comes 
through when CERELOSE is used in the syrup 
blending. CERELOSE is dextrose... a natural 
sugar found in mature, well-ripened fruits. 

For uniform quality corn syrup specify 
PURITOSE. 


Cerelose and Puritose ore registered trade-marks of Corn Products Refining Company, New York, N. Y. 


Full technical service, no obligation 
CORN PRODUCTS REFINING COMPANY 
17 BATTERY PLACE + NEW YORK 4, N.Y. a al 
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our vendors are in filling stations or small plants.” 
Some machines are in locations where there is a com- 
petitive 1-brand machine, but Tracy Bottling esti- 
mates that its equipment registers 75° of the soft 
drink trade in such sites. 


With 75% of the available 
Drinks Set For booth space already re- 
NAMA Show served, soft drinks will once 
again account for a sub- 
stantial number of the displays at the annual Natl. 
Automatic Merchandising Assn. (NAMA) exhibit be- 
ing held in Cleveland Nov. 12-15. Among the line-up 
of parent companies scheduled to exhibit at this show 
are Canada Dry, Coca-Cola, Dad’s Root Beer, Dr. Pep- 
per, Hires Root Beer, Nehi, Orange-Crush, and Pepsi- 
Cola. Bottle vendor makers set to show their wares 
are Mills Industries (Chicago) and Vendo (Kansas 
City), while the cup machine manufacturers include 
Automatic Products (N. Y.), Cole products (Chicago), 
Lyon Industries (N. Y.), and Spacarb, Inc. (Stamford, 
Conn.). National Rejectors, Inc. (St. Louis) will ex- 
hibit its line of coin mechanisms and changemakers. 


Initial shipments of the 
Pepsi “Admiral” “Admiral”, new 1000-drink 
Built by Spacarb 3-flavor bulk machine, 
which Spacarb, Inc. (Stam- 
ford, Conn.) is building for Pepsi-Cola (see May 
“Cooler Corner”), have been earmarked for those 
licensee bottlers who are active in‘the cup vending field. 
Finished in 2-tone blue colors and carrying the fran- 


chise insignia, the Admiral has a 7 gal. Pepsi sirup 


capacity, while holding 5 gals. of each of the other two 
flavors. This machine incorporates standard Spacarb 
features, such as the Select-O-Carb (permitting inde- 
pendent carbonation settings for different beverages), 
plus a newly-developed positive displacement pump 
to insure an accurate sirup throw within 1 cc. of the 
individual drink’s specification, and non-carbonated 
selections can also be dispensed. However, Spacarb’s 
Mix-A-Drink feature has been adapted so that Pepsi 





PEPSI ADMIRAL 


Built by Spacarb, Inc. 
(Stamford, Conn.) for the 
parent Pepsi-Cola Co., 
this new 3-drink 1000- 
cup Admiral will be uti- 
lized by bottlers active 
in the cup vending field. 
Multi-drinker holds 7 
gals. of Pepsi syrup 
along with 5 gals. of 
each of the other two 
selections, which may 
be carbonated or “still” 
beverages. 
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cannot be mixed with other flavors, if that brand’s 
selector button is pushed first by the patron. Pepsi- 
Cola is credited with having placed about 3,500 cup 
machines in the field during the past five years, largely 
single-drink Hupps (Cleveland), Sneads, and Lyons 
(N. Y.). With a considerable number operated by its 
bottlers, these units are responsible for a share of 
the large gains made by the company in sirup sales. 
The current run of 100 Admirals built by Spacarb 
marks Pepsi’s entry into multi-flavor cup vending. 


> a > 


A bright future for ven- 
Automatic dors as a distribution sales 
Merchandising Study tool is forecast in an inter- 
esting study made by Dor- 
othy S. Washburn titled “The Evolution of Automatic 
Merchandising in the U. S.”, published in the June 
“Economic and Business Bulletin” of the Temple Uni- 
versity School of Business. Mrs. Washburn, a former 


member of that institution’s marketing faculty, points 


‘out that the availability factor in vending “has an im- 


portant effect on consumer choice. It motivates con- 
sumer action in the purchase of many convenience 
items, particularly candy and soft drinks.” She con- 
cludes that “Economies in operation to the manufac- 
turer of consumer goods and to retail establishments 
and conveniences to the buying public, coupled with 


a growing public sentiment with regard to impersonal 
machine selling, seem to point to an even deeper pene- 
tration of automatic merchandising into the nation’s 
retail structure in the future.” Among the authorities 
cited in this study is Arthur E. Yohalem, NBG’s Au- 
tomatic Merchandising Editor. 


In line with its current ex- 
In The Vending Chute pane aoeipges Bevco — 

(St. Louis) named Jess 
Brubaker, formerly active 
in the bottling field, as sales rep for its cooler line 
in Va., W. Va., Md., Del., and Washington, D. C.... 
Having cracked Ford in Detroit, cup equipment con- 
tinues to move into large automotive plants, with 4- 
flavor Spacarbs (Stamford, Conn.) now operating in 
Buick’s main Flint, Mich. factory ... Robert W. Wag- 
staff has been upped to executive veepee at Vendo 
(Kansas City), one of the major vendor and cooler 
producers for Coke bottlers Competitive note: 
Lemonade is the latest frozen fruit juice concentrate 
to be cup vended. Minute Maid product is being tested 
in a Mills machine in Chicago’s Northwestern RR 
station Special name-plate strips, running the 
length of several racks in selective coin coolers, will 
be used by one parent company to insure that outlets 
reserve a fixed number of vending channels for its 
brand ... Citing a trend to ten cent drinks, Hires is 
pointing out to cup machine operators that the nickel 
to dime switchover has met less consumer resistance 
where brand-name beverages are featured. 





CORK 
SAUSAGE / 


Individually small is the cork liner in each Hutchinson Crown. But the millions of 
crowns produced in our plant require miles and miles of cork “sausage”. Cork must 
be of selected quality. It is ground, re-ground, screened, air-cleaned, mixed with a 
neutral binder and moulded into long rods. From these rods are cut the cork discs 
which fit snugly into Hutchinson Crowns . . . and do a dependable job in sealing 
your bottles. 

Cork processing is part of the twenty-four manufacturing operations involved in the 


production of Hutchinson Crowns. 


HUTCHINSON CROWNS 


Vb far God Ohinles’ 


HUTCHINSON & SON, INC. 
1031 NORTH CICERO AVE., CHICAGO 51, ILLINOIS 
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| Simplified Accounting em | A VALUABLE BOOK 


F 
| BOTTLERS 


| YOU CAN HAVE FREE! 
For Bottlers ee —— 





@ Here's easy-to-use information to help you give your 
soft drinks uniformly high quality. It’s Penrith-Akers’ 
new book, “Information For Bottlers’’! 

This new book is packed with data. Over 30 tables give 
you directions for making syrups, calculating costs and 
yields, etc. It contains information on flavors, colors, 
acids, preservatives and artificial sweeteners. 

“Information For Bottlers’’ helps you get the most 
from P-A flavors. Today’s P-A flavors are the finest you 
can buy! For forty years, bottlers from coast to coast have 
found P-A flavors give them the extra quality that means 
higher profits! 

Send for your free copy of “‘Information for Bottlers”’ 

. . it’s yours for the asking! And when the Penrith-Akers 
representative calls, talk over your beverage problems 
with him. He’ll show you how to make better products 
for greater profits! 








p-A 
BRAND Write for your 


copy of the 1951 


P-A Price List 
. e , - 
/ HIs column will be a monthly feature of National 
Bottlers’ Gazette, and it is offered as a service to and in 
the interest of those individual bottlers who find themselves | 


MANUFACTURING COMPANY 


1311 SO. FIFTH STREET © MINNEAPOLIS 4. MINNESOTA 





lacking in proper and necessary accounting facilities. The 
need for such discussions as will be carried on from month 
to month is known to be generally wide spread. To be sure, 
while adequate accounting methods are in the minimum, 
a genuine interest exists—an interest on the part of indi- 
vidual bottlers that, it is felt, may well be the beginning of 
a trend toward simplified methods on a very large scale. 


Let us discuss several major points that have been raised | U B h 9 

by bottlers in general. se ergs ausen $s 
To begin with it should be stressed that the entire theme 

of simplified accounting for bottlers is that good account- CARAMEL COLORING 

ing begins in the plant. Is it not a forced conclusion that 

such is true since the very center of bottling operations is | 

in the plant? Suppose we go a step further and ask: How 


is it possible to apply cost of contents and containers if no | 9 
accounting records are maintained in the plant? The | t 8 a e 


answer is a.simple one—it is not possible. How then may 


ee TE LNT AR EDT ts 8 ane Ma 


profits or losses be determined in ratio to volume and sales 
if the best we can do is allocate base costs of contents and s 


+ 


containers through the method of inventorying material 


and containers and guessing such other costs as labor, 
depreciation, rent, taxes and other items of general over- | CARAMELS FOR ALL PURPOSES 
head? The answer is that by using the allocation method 

you will get a figure representing unit cost but the chance 
f such a figure being correct is too slim—as a matter of Colas e Root Beer od Other Beverages 
fact so slim that to rely on such a method becomes a pure 


gamble—-a gamble you cannot afford to take. 


These points, and others, have been raised by bottlers. e 


Later we will discuss the difference between these methods 








if cost determination as well as point out the simplicity of 


applying cost at the source. First, a bottler in Iowa writes: 


‘I’m just a small bottler and personally supervise all my The 
bottling activities and keep in very close touch with route Co. 
. be . 


need such an elaborate system? 


th lace, Mr. Iowa Bottler, the System we 4 5) ) 8 W. M I T c H 3 L L A V E. 
voeate is not an elaborate one—the more elaborate a CINCINNATI 32 e¢ OHIO 


system, the more confusion you would experience and the 
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Yoo-Hoo 


CHOCOLATE 
BEVERAGE 





Makes 
Repeat Sales 


Year round profits are 
yours when you distribute 
Yoo-Hoo. For this deli- 
cious chocolate drink. 
served hot or cold, has 

the kind of flavor and 
quality that makes it a 
12-month favorite. 


Write for complete details of 
the Yoo-Hoo bottling fran- 
chise in your territory. 


SAUUET TULUE YOO - HOO CHOCOLATE PRODUCT 


/ City National Bank & Trust Co. Bidg. 
j Reem 404, Hackensack, W. J. and Batesburg, S. C. 








hee CABSO- : 


La) 


We 


; 


WE PROUDLY ANNOUNCE 
OUR NEW IMPROVED MODELS 


A Complete Line with a Size and 
Type for Every Kind of Installation 


30,000 to 3,000,000 grain capacities with 
a flow rate up to 400 gallons per minute 


Write for Our 
NEW 
CATALOG 


Just off the i 


i 


KISCO BOILER & ENGINEERING CO. 


2414 DeKALB STREET $s’ LOUIS 4 MO 


less results you would get. The system advocated in Sim- 
plified Accounting for Bottlers is reduced to an absolute 
minimum of simple record keeping, yet sufficient to give 
you the records you need. Secondly, make no mistake about 
your need for proper accounting facilities. The smaller 
your plant and the less your volume the more you need 
good accounting for your own protection. True, you may 
not have as much to protect but, from the standpoint of 
net worth, a ten percent’ loss to you would have a far more 
devastating effect than a like percentage loss were you ten 
times your present size. Take a tip and do something 
now about that accounting problem. 


We purposely illustrated the discussion with the Iowa 
Bottler before going ahead with a comparable cost system 
because it is intended that these discussions apply to all 
the “typical Iowa bottlers” throughout the country. 


For reasons which are primarily for convenience, most 
accountants prefer the allocation cost method. This re- 
quires taking of an inventory at the end of the accounting 
period, subtracting this inventory from the sum total of 
the beginning inventory and purchases, thus arriving at_a 
figure referred to as Cost of Contents and Containers. It 
now becomes necessary to allocate other costs, both direct 
and indirect, to arrive at Cost of Contents and Containers 
Bottled. Then by further allocation, based on a predeter- 
mined ratio such as contents volume or direct labor, a 
figure is computed which is supposedly representative of 
Cost of Contents Bottled by Beverage Bottled. This is 
usually done on work sheets by persons far removed from 
the actual bottling operation. For this reason the direct 
application (not allocation) of cost is preferred. 


Direct application of cost to the particular beverage 
bottled is a simple process of daily record keeping by 
persons in the plant. The requirement of record keeping 
is a Daily Material Inventory, a Production Chart and an 
Inventory of Full Goods, Empties and Cases. Actually 
this procedure requires no illustration, but assume we are 
bottling beverage ““A” between the hours of eight and ten, 
cost applied may be stated as follows: 


$ 
vil 


While these figures are not intended to be representative 
of any particular operation they are, nevertheless, suffi- 
cient to indicate the advisability of applying cost at the 
source in the plant by the person involved in the operation. 


Your suggestions are invited and your accounting ques- 
tions will be answered if you communicate them to the 
author or to the National Bottlers’ Gazette. Address the 
NBG at its offices in New York City, or the author, Robert 
T. Curtis, 53 West Jackson Blvd., Chicago 4, Illinois. 
Look for us; we'll be with you again in these pages with 
helpful hints next month. 
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New ad campaigns, new merchandising aids 
help you ring up hottest summer sales yet! 


You who now have the Grapette 
franchise will find it more profit- 
able than ever to push this won- 
derful family drink! 

Fresh ads and merchandising 
programs keyed to your market 
conditions are creating a bigger- 
than-ever consumer demand. Join in 
the prof-hit parade. Push Grapette! 


You who are on the lookout for a 
valuable new franchise will be glad 
to know that Grapette still has a 
few territories available. Before 
you invest, you'll want the complete 
story. 

We welcome your inquiry, and 
will send our representative to call 
on you. Go get Grapette! Write us... 


THE GRAPETTE COMPANY, Incorporated, CAMDEN, ARKANSAS 
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What every 
bottled 











beverage 





should know 


Every bottled beverage should 
learn about the dangers of impure 
water, before going out in the wide 
world. All sorts of wicked forces 
—like alkalinity and turbidity—lie 
in wait to cut him down before he 
reaches his prime—rob him of his 
vitality and popularity. 


Be assured of good beverage water with Permutit equipment 


Don’t let color, odor, hardness, turbidity, or 
alkalinity stay in your beverage water. 


The Permutit 3-zone Precipitator sterilizes, 
removes organic matter, and lowers alkalinity 
—all in one swift operation. This unit is more 
compact and easier to maintain than ever. And 
all internal parts are factory-installed to elimi- 
nate costly on-the-job assembly. 

\ Permutit Neutralite Filter polishes the water 


and passes it on to the Carbo-Dur Purifier, 
which removes unpleasant taste and odor. 


Learn the full details of this equipment. Write 
to The Permutit Company, Dept. NB-7. 330 
West 42nd Street, New York 18, N. Y., or to 
Permutit Company of Canada, Ltd., 6975 
Jeanne Mance Street. Montreal. 


PERMUTIT 


—_ 








WATER CONDITIONING HEADQUARTERS FOR OVER 38 YEARS 


—— 
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Empty Paper Sugar Bags 
Bring Bottler 5c Each 


Stop throwing away those empty 
paper sugar bags. They’re cash in 
the bank, says Harry Korab, A. B.- 
C.B. technical director. To back up 
his argument, Mr. Korab reported 
this incident: 

“While conversing with a bottler 
recently, I inquired as to what man- 
ner he was disposing of his empty 
paper sugar bags and just what 
price they were bringing him. The 
bottler informed me that he was 
selling his empty paper sugar bags 
to a junk dealer at ‘4c each. I then 


suggested that he try to sell them . 


to a local plumbing supply house, 
since they always seem to have 
need of strong paper bags for use 
by customers in carrying heavy 
items such as elbows, nipples, etc. 
Upon ‘phoning a plumbing supply 
house, the bottler was told that they 
would take as many empty paper 
sugar bags as he could furnish, at 
a price of 5c for each bag. At that 
time, he had 2,000 bags on hand and 
sold them at 5c each, which resulted 
in a profit of $90.00 over the junk 
dealer’s price. 

“It might be well to mention at 
this time that it would be poor 
economy for bottlers to use this tip 
by purchasing sugar in cotton sacks 
so that they may obtain a higher 
price on the empty sacks. Our reason 
for this is that cotton-bagged sugar 
contains a greater amount of debris, 
bacteria, yeast and mold, which 
could very probably cause spoilage 


of the finished beverage.” 


Hoffman Beverage Announces 
Top Management Changes 


Several changes in top officer line- 
up were announced last month by 
the Directors of Hoffman Beverage 
Company of Newark, New Jersey, 
following the decision of Rudolf 
Pabst to relinquish the Presidency 
in order to realize long standing 
personal plans to move to the West 
Coast 

Mr. Pabst will remain a member 
of the Board of Directors of both 
Pabst and Hoffman 

Effective July 2nd, Harris Perl- 
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CASH FOR IDEAS 


In these days of high costs and stiff competition, it is impor- 
tant to use every possible method to stimulate business produc- 
tion efficiency, or cut costs. National Bottlers’ Gazette is look- 
ing for just such ideas and suggestions, and will pay for them! 
Any bottler, bottling plant employee or supplyman is eligible 
to submit ideas or suggestions which will in any way improve 
bottlers’ operations. There is no limit on subject matter, no re- 
strictions on how presented. Letters, diagrams, and sketches, 
or photographs may be used, singly or in any combination, 
and you may submit as many as you wish. $5.00 will be paid 
for each one accepted for publication. Address Idea Editor, 
National Bottlers’ Gazette, 9 E. 35th St.. New York City 16. 








W. O. DILLINGHAM 





stein, President of Pabst Brewing 
Company, will also assume the Pres- 
idency of Hoffman. William O. Dil- 
lingham has been elected Executive 
Vice President of Hoffman and will 
direct its operations in that capac- 
ity. Mr. Dillingham has been Vice 
President of The Best Foods, Inc., 


in charge of the Eastern region and 
with the latter concern for the past 
25 years. George W. Fraser, present 
Comptroller of Hoffman, has been 
elected to the additional office of 
Assistant Vice President. 


Louis Koelling 

Louis Koelling, 72, 
Double-Cola plants at 
and Greenwood, 


owner of 
Clarksdale 
Mississippi, was 
killed in the crash of his privately- 
owned plane on May 3rd, while fly- 
ing from his home in Hot Springs, 
Arkansas, to Clarksdale, Missis- 
sippi. 

Mr. Koelling was one of the first 
Double-Cola bottlers, having started 
bottling the product in 1938. He is 
survived by his wife, Mrs. Mable 
Koelling, and son, Perry Koelling. 


VETERAN “GRAPETEERS” GET SERVICE AWARDS 


One of the first Grapette bottling plants in the country was the Grapette 
Bottling Company of Knoxville. Tenn. In the present Knoxville organiza- 
tion are several men who helped introduced Grapette over ten years 
ago. In the photograph. Maury White. Grapette regional manager, pre- 
sented Grapette Ten-Year Service Awards to Oliver L. Underwood. 
Thomas E. Berry, Willard Clinton, and Howard Moulton. Mr. Moulton 


is owner-manager. 








James C. Lee 

James C. Lee, 56, Vice-President 
of the American Bottlers of Car- 
bonated Beverages, a Birmingham 
civic leader and President of the 
Buffalo Rock Company of that city, 
died May 27 after an illness of sev- 
eral months. He was also a director 
of the B-1 Beverage Company of St. 
Louis, Missouri. 





THE LATE “JIM” LEE 











“Jim” Lee, as he was known to 
hundreds within the industry, was 
elected Vice-President of A.B.C.B. 
at the 1950 meeting in San Fran- 
cisco. He had served on the asso- 
Board 
1932, when he succeeded his father, 


ciation’s Executive since 
the late Sidney W. Lee, a past presi- 
dent of A.B.C.B. By virtue of his 
A.B.C.B. 


dent, Mr. Lee also became Chair- 


election as Vice-Presi- 
man of the State Association Con- 
ference, the organization of Presi- 
dents and Secretaries of State Asso- 
ciations affiliated with the soft 
drink industry’s national associa- 
tion. 

Jim Lee was extremely active in 
association affairs, both state and 
national. By 1921—after joining his 
father’s firm in 1916—he was made 
Secretary and Treasurer of the 
Bottlers’ Association, 
serving in that capacity until Feb- 
ruary, 1947. His term of service 


Alabama 


was continuous, with the exception 
of the year 1938, when he served 
as President 
He was Past President of the 
Kiwanis Club, of Birmingham, and 
a member of the National Sales Ex- 
ecutives Club, Birmingham Cham- 
ber of Commerce and the Mountain 
Brook Country Club. He was chair- 
man of the committee which raised 
funds for the Jefferson Hospital 
and was a member of the Board of 
Directors of the Bank of Savings 
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and Trust and the Jefferson Federal 
Savings and Loan Association. For 
several years he was a Trustee of 
Alabama College of Montevallo. 

A veteran of World War I, he 
served for several months in France 
as a Captain in the Engineer Corps. 
He was a native of Birmingham 
where he attended public schools. 
His first year of college was at 
Virginia Military Institute. He was 
graduated from Auburn Engineer- 
ing College, Auburn, Alabama, in 
1914. 

Surviving are his widow, Mrs. 
Elizabeth Turley Lee; a daughter, 
Mrs. Walter B. Frommeyer; a son, 
James C. Lee, Jr.; a brother, Sidney 
W. of Miami and three sisters, Mrs. 
Walter K. Dean, Mrs. Frank M. 
Barker, and Mrs. John R. Thames, 
all of Birmingham. 


SAMPLING PAYS FOR DOUBLE-COLA 


Royal Crown Cola Adds 
Belgium, Mexico Franchises 

W. Vandevelde and J. A. Van 
Eeckhoven of Antwerp, Belgium, 
have been granted franchises cover- 
ing the bottling and sale of Royal 
Crown Cola, Par-T-Pak and Nehi 
beverages in the provinces of An- 
twerp, East Flanders and West 
Flanders, Belgium. Operations have 
already begun. 

The parent Nehi Corp., Columbus, 
Ga., also announced that Yonezo 
Ichikawa has been issued franchises 
covering Royal Crown Cola and 
Nehi beverages in the Mexicali, 
Mexico territory. This plant, too, 
has already started operations 
Other Royal Crown and Nehi plants 
in Mexico are located at Mexico 
City, Guadalajara, Neuva Laredo, 
Hermosillo and Chihuahua. 


DOUBLE-COLA 
J bottle serves 2 


So effective has the Double-Cola sampling campaign been in opening 
new markets and securing new customers, the parent Double-Cola Co. 
is now having sampling bars made on an assembly line basis in a 
Chattanooga factory. Each bar has a heavy-guage galvanized cooler and 
six shelf compartments for the storage of cups and other supplies used 


in demonstrating. 





MISSION SERVES 70,000 AT AIRPORT 


When the U. S. Navy's largest land plane, “The Constitution.” landed at 
Stapleton Airport in Denver. trucks operated by the Mission Orange 
Bottling Company of that city were on hand to supply refreshments to 
the crowd of 70,000 people who gathered during the day to see this giant 
of the sky. The picture is interesting because it shows the size of the 
plane in contrast to the beverage delivery truck of the average type. 
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GAINESVILLE COCA-COLA BOTTLING CO., Gaines- 
eo . ; Z, ville, Florida have a 160 bottles per minute unit 
anot i er ; : ; Gensisting of a MEYER-DUMORE Bottle Cleaner 


_jand @ MEYER DUMORE Syn-Cro-Mix Filling Unit. 
a4 
* 


efficient 
MEYER 





Installation 


GAINESVILLE COCA-COLA BOTTLING CO. 
GAINESVILLE, FLORIDA 





MEYER 
DUMORE 


FILLING SYSTEM 


The world wide acceptance of MEYER DUMORE patos wanes» en! : 
‘ <a ; 3 ‘ounter pressure filler built 
Bottling Equipment — is evidenced by a long list of (or sabensied 
users of MEYER DUMORE Bottle Cleaners and eT a ot a 
MEYER DUMORE Syn-Cro-Mix Filling units. con: Gndie-dilon, Olen of 
Guaranteed clean bottle delivery, simplicity of de- mee 
sign and rugged construction of MEYER DUMORE 
Bottle Cleaners means that maintenance is reduced, reli- 
ability stepped up. 
The MEYER DUMORE Filler requires less valves 
for filling than any other filler of equal speed. Liquid 
passages are streamlined without ledges or reverse 
bends or corners — eliminates small crooked passages 
for gas and liquid — sanitary, easily cleaned. 
The MEYER Syn-Cro-Mix system mixes carbonated 
water and syrup — every drop the same — flow from 
filler bowl past the valve into neck and down sides of 
the bottle — evenly distributed — liquid velocity low 
— capacity high — uninterruped flow from bowl into 
bottle gives a high volume of gas — minimum gas loss 
— no agitation present. 


Write for Bulletin SY-125. 
Complete DUMORE Bottle Cleaner 
and DUMORE Filler and Crowner 
description and specifications, 


GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN, U.S.A. 








choose them with confidence... 


‘they’re the best you can buy 
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J. Alan O’Bryne, owner of the Jo-Jo 
Bottling Co., Augusta, Ga., holds 
two bottles of his fast-selling Jo-Jo 
Chocolate drink. 





Wr the traditional luck of the 
Irish, J. Alan O’Bryne bought the 
Jo-Jo Bottling Co. in Augusta, Ga. 


on the eve of a boom. He took over 
this business from Joseph Costa, 
Jr., in September, 1950, just two 
months before the Atomic Energy 
Commission announced the H-bomb 
project 20 miles down river. 

“I expect my route to Ellenton, 
S. C., the center of the project, to 
be my best,” O’Bryne said recently. 
With some 30,000 thirsty construc- 
tion workers expected in this area 
and new stores, service stations and 
trailer parks springing up, this 
optimism can be understood. 

O’Bryne’s present area covers a 
75 mile radius from Augusta and 
his weekly volume runs to about 
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Pasteurized product a favorite with customers in 
trading area expanding under influence of new 


government project 


1,500 cases of soft drinks. He has 
three franchises: chocolate (Bobs 
Atlanta); Buffalo 
(Birmingham, 


Cola Company, 
Rock 
Ala.) and Budwine (Athens, Ga.) 


Ginger Ale 
He also bottles orange, grape, 
strawberry and peach drinks under 
the trade name, “Gimmie.” 

About 60°; of O’Bryne’s sales, 
however, come from the Jo-Jo choc- 
olate drink. He has the bulk of the 
chocolate drink sales in this area 


and is the only local bottler of this 
flavor. His only competition comes 
from two distributors who bring 
drink bottled in 


35 miles away. 


in a chocolate 
Batesburg, S. C., 

Personally well equipped for his 
new endeavor, O’Bryne was for 15 
years a route supervisor for two 
Augusta dairies. In that capacity 
he became well acquainted with 
store owners and their problems and 


learned to sell in terms of each in- 


Bottler J. Alan O’Bryne watches as two plant men bottle the chocolate 
drink on the Burns bottling machine and put the filled bottles into iron 
baskets that will later be placed into the pasteurizer. 








Two pottling room employees load cases of the chocolate drink into 
the pasteurizer. Here the drink is sterilized for fifteen minutes at 240° F. 


The unit has a capacity of 32 cases. 





dealer’s interests. Today 
his soft drink route 


dividual 
covers the same 


and friends he contacted 


the milk 
‘A friendly 


erritory 
trade 


relationship with 


dealers is all-important,” he said 


‘It never hurts to know a man’s 


hobby.” This is not too difficult, for 


earnest, genial O’Bryne, who also 


nsists his three route men follow 


his goodwill policy of always call 
and never 


y a dealer by his name 


oO show 


With 


tempet! 


increased business he plat . 


on a fourth route man on 


ary and commission like the 


others. At the plant, located at 450 


Broad St. in 


Augusta, he employs 
three other men to bottle the bever 

es. For distribution 
trucks: 


capacity, the 


Jo-Jo owns 
four one a 130 


other 118; 


two Dodges, 
CHUSE two 
Chevrolets, one a 138 case capacity, 
the other 96 

O'’Bryne uses no radio, billboard 
advertising. He be 
sold 


or newspaper 
lieves if a man is completely 
on his own product this enthusiasm 

in be 


communicated to a dealer 


\lmost every day he is on the road 
making personal contacts and finds 
that dealers appreciate calls by the 
owner of a bottling plant 

Service and courtesy are his mair 
getting his 


Right 


now O'Bryne is pushing his Buffalo 


torms of 


promotion in 


cooler into a store or station 
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Rock 


new 


and Budwine by asking his 
dealers to take 


bottles of 


three or four 
these drinks along with 
this 


the ever-popular chocolate. In 


area about 90°; of sales are made 
coolers. Conse- 


take 


new 


from self-service 


quently, it doesn’t long for 


customers to discover flavors 
and develop a liking for them. Using 
this technique he finds that all his 
products are soon being ordered by 


the case 


Although the past winter was ex- 
ceptionally cold for the deep south, 
O’Bryne looks for a good year. He 
is out early in the morning and 
until late at night. With scorching 
summer days in view and the pres- 
ent influx of parched construction 
workers for the 


new government 


project, O'Byrne is one of the 


South’s most optimistic bottlers. 


Harry L. Wolter 
Harry L. Wolter, 61, 
treasurer of the Coca-Cola Bottling 


secretary- 


Co., at Logansport, Ill., died May & 


Los Angeles Coca-Cola Reports 
Sales, Net Income Decline 
Coca-Cola Bottling Co. of Los 
Angeles, Calif., has reported a 1950 
net income of $450,052 on net sales 
of $6,864,920, compared with 1949 
net of $600,559 on sales of $7,465, 


20 


B-1 Adds New Bottlers 
O. C. Thener, 
B-1 Beverage Co., St. 


President of the 
Mo., 


new 


Louis, 
has announced the issuance of 
B-1 Lemon-Lime franchises to the 
following : 

K. France, B-1 Bottlers of 
Utah; Fernock, 
B-1 Bottling Company of Wausau, 
Wisc.; LeRoy Johnson, B-1 Bottling 
Co. of San Angelo, Texas; Grant 
S. Smith, Jr., of B-1 Bottlers of 
Waukegan, Ill.; and H. K. 
ham, B-1 
sissippi. All plants will get 


Lee 


Salina, James T. 


Grant- 
Bottlers of Tupelo, Mis- 
their 
initial production under way this 
month 


Planning Unit Analyzes, Corrects 
Materials Handling Practices 

A new low-cost planning unit for 
studying material handling prob- 
lems has been announced by Trio- 
metric, Inc., 711 Penn Avenue, 
Pittsburgh, Pa. Available in three 
sizes, the Triometric Material Han- 
dling Unity aids in quick analysis 
of current material handling prac- 
tices, their effectiveness and ways 
to correct their defects. Prices and 
further 
tained from the company. 


information may be ob- 








PEPSI SAVES $15,000 


Proudly displaying some empty 
Pepsi-Cola bottles. contents of which 
helped save a $15,000 piece of mili- 
tary equipment, are Lt. Daniel T. 
Garvin, right, operations officer of 
the U. S. 8th Fighter Wing motor 
pool, and Motor Sgt. H. A. Rager. 
When the lead vehicle of a U.N. 
convoy in Korea caught fire, Garvin 
and Rager quickly “broke out’ four 
cases of Pepsi-Cola. and working 
with their men in a_ bucket-line. 
doused the contents on the burning 
vehicle. The four cases did the job 
in four minutes flat. 
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MISSION WINS HIGHEST AWARDS 
IN WORLD BEVERAGE COMPETITION 


MISSION BEVERAGES AWARDED 
» , > BOTH FIRST AND SECOND PRIZES 


: Yes, Mission Beverages have been 
= r. Insticut ee judged the world’s finest soft drinks by 


H 





£2 gy International the famous International Institute of 

Z JA tatio . 
é oO \) agg Foods! Results of the competition at 
A> gy y) ce the Institute's International Exposition, 


LISBOA ‘Pande Bec & held at Lisbon, Portugal, February 12 
SBOA (Porngal), voa5 Fevereiro de sis . g i 


to 15, 1951, have just been announced. 
DIPLOMA 
of Slow of Sasstlence 
was ouriuded he Monsoon Bey Corporation , : 
Mission Beverages were entered in the 
fox Ungar ‘ E 


Mission scored a clean sweep of 
top honors! 


Carbonated and Non-Carbonated Bev- 
erages classification, which included 
hundreds of soft drinks from all parts 


of the world. The entries were judged 


* otis | on the basis of these six standards 
f International 


| = | a; > » Par Ping 
oO Ds Adissanepticin \ Quality, Purity, Taste, Packaging, 
i Y Os bY . 


a, 
LISBOA (Po. 5 Feveesiow dy 1g / tered, receiving the Star of Excellence. 


Aroma and Bouquet. Mission Orange 


was named the finest of all drinks en 


i Mission Lemonade won second place, 
DIPLOMA | : 


being awarded the 
eal Creve of Sonont ii. 
ates & Monsoon Dry Powmeration Cross of Honor. 


Lee healer 


en Nbiovion Lemonade 


MISSION BOTTLERS WIN WITH A PLAN! The bottlers of Mission 
know that quality wins in day-to-day competition as well as Interna- 
tional Expositions! That's why they follow the Mission Plan . . . a blue- 
print for greater bottling profits. You can profit by investigating this 
Mission Plan. Get in touch with our nearest office. 


tere’ why the Mission Plan works-- ‘ONE BOTTLE 


MISSION DRY CORPORATION 
Mailing Address: Terminal Annex, P.O. Box 2477, 
Los Angeles 54, California 

General Offices and Plant: 5001 South Soto Street, 
Los Angeles, Colif. 

Divisional Sales Offices: 105 Hudson Street, New 
York 13; 510 North Dearborn Street, Chicago 10 
Canadian Distributors: Mission Orange Canadian 
Ltd., 159 Bay Street, Toronto 1, Canada 





July, 1951 





Listen to the Sound 


of a Sound Investment... 


Here is an opportunity to make money. 


If you already are a bottler, it is an excellent chance for you to 


expand your line and to increase your income. 


If you are planning to start a new business, you benefit from an 
@ eS @ 


established name which has proven profitable all over the country. 


Consider all these advantages which come with a Canada Dry 


Bottling Company franchise: 


B. You profit from Canada Dry’s world-wide 
reputation for quality. The prestige of the 
Canada Dry name pays off in consistent sales. 
You benefit from a pre-sold pool of customers 
who buy beverages only when they see the 
familiar Canada Dry shield. 

2. You profit by being able to sell a complete 
line of fast-moving beverages. Every popular 
flavor is on the list. And each carries the 
world-famous Canada Dry label. 

eB. You profit because Canada Dry recognizes 
the necessity for a fair return on your invest- 
ment and works with you toward that end. 


Ai. You profit from Canada Dry’s extensive ex- 
perience. You deal with a company which is 
accustomed to carrying on large-scale opera- 
tions and regulates its policies accordingly. 


be You profit from Canada Dry’s multi-mil- 
lion dollar advertising. Canada Dry promotes 
its entire line of beverages in national maga- 
zines, on radio and coast-to-coast television, 
on billboards and painted bulletins across the 
country, in local newspapers. And Canada Dry 
cooperates with its bottlers in intensive local 
campaigns and many special promotions using 
all media. 


Naturally, the number of people qualified to take advantage of this offer is limited. 


You are invited to write at once for complete information. 


CANADA DRY GINGER ALE, INC. 
U.S. License Department, 100 Park Avenue, New York 17, New York 
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If sweet soft drinks leave you thirsty...then 


Switch to Squirt 


NEVER AN 


AFTER-THIRST 


sh, clean taste as you drink — fresh, clean taste 


after you drink Squirt... never an after-thirst! 


NEW, COMPETITIVE AD 
THEME FOR SQUIRT 


‘Switch to Squirt—Never An 
After-Thirst.”” the new challeng- 
ing ad theme for Squirt, is reach- 
ing millions of consumers via a 
just-launched national campaign 
in “Life” and “Look” magazines. 
The drive will be supported on 
local levels by point-of-purchase 
promotion, a new Squirt news- 
paper campaign. television films. 
and radio spots. 


AVAILABILITY! 


STRESSING A POINT 


The Grapette Company is continu- 
ing its mailings of a monthly “Pin- 
Up” girl to each of its bottling plants 
for posting on bulletin boards. Each 
photograph is designed to serve a 
double purpose: (1) Attract the eyes; 
(2) Sell an idea. This one does a 
“bang-up” job in both respects. 
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Wew Beverage Promotions! | 


SUMMERTIME GAL 


This attractive lass will feature 
Double-Cola’s new Summer Display. 
for placement during July. August. 
and September. Seasonal displays 
are supplied to Double-Cola bottlers 
every three months. 


FACE LIFTING 


Canada Dry has adopted a new 
label design (right) for its line of 
28-oz. flavors. Less conservative than 
the previous label (left), the new de- 
sign has proved to have more self- 
service eye appeal. The main label 
emphasizes the flavor name, while 
Canada Dry identity is “played up” 
on the neck label. 


ON THE ALERT 


The O-So Grape Co., alert to the im- 
pact of television on the youth mar- 
ket. “sponsors” a video show on its 
already-prepared 1952 calendar to 
promote the O-So Beverage line. An- 
other similar calendar features the 
company’s mainstay. O-So Grape. 


yaaa 


ru 


“DELICIOUSLY YOURS” 


Dad's Root Beer Co. has launched a 
24-sheet and painted bulletin cam- 
paign in 26 markets designed to em- 
phasize the slogan, “Deliciously 
Yours—Dad's.” The large spectacular 
above is located at the famous 
Outer Drive bridge in Chicago. 
Lower panel is 27 feet high, 72 feet 
wide. Superstructure towers an ad- - 
ditional 30 feet into the air and is 
neonized in three colors. 
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The fur” crown cotks were made by Crown in 1892... 


every year since then, bottlers and brewers have bought far more CCS Crowns than any 
other kind .. . this preference for CCS Crowns has built up the largest business of its kind in 
the world ... and a reputation for dependable service on all orders, large or small... 
in times of national emergency, Crown's unequalled manufacturing and distributing facilities 
are your best assurance that, if you can get crown corks anywhere, you can get them at Crown. 


Crown Cork & Seal Company, Baltimore 3, Maryland 


Originators and World's Largest Makers of Crown Corks 
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Mr. Rulon A. Harris, 

Rulon Beverages of 

Orlando, Orlando, 
Florida 


Mr. A. R. Steury, 

Double-Cola Bottling 

Company, Bluffton, 
Indiana 


Mr. E. F. Deacon, 

Double-Cola Bottling 

Company, Asheville, 
North Carolina 


heres why 
DOUBLE-COLA 


Double-Cola’s quality is outstanding. We'll be glad 
to send you two sample bottles. Taste it! Com- 
pare it with any other Cola drink on the market. 


Double-Cola’s record speaks for itself with a 
line-up of successful bottlers, many having 
bottled Double-Cola for thirteen years or longer. 


Double-Cola’s parent company knows the 
bottling business from actual bottling experi- 
ence of more than thirty years. 


Double-Cola is in the BIG percentage bracket 
.+. approximately 72% of all soft drinks sold to 
the consuming American public are Cola drinks. 


Double-Cola can be bottled in either L0-ounce 
bottles or 12-ounce bottles. 


Double-Cola is backed by a genuine cooperative 
advertising program that supplies the bottler 
eye-appealing, buy-appealing, sales-producing 
advertising. 


Double-Cola is a good investment. Ask the small 
bottler who sells only 1000 cases a week. Ask the 
large bottler who bottles 750,000 to 1,000,000 
cases a year. 
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ALABAMA 


Frostie Bottling Co., of Birming- 
ham, is now bottling Frostie Old 
Fashion Root Beer under a fran- 


chise recently issued 


ARKANSAS 


Magnolia Ice & Coca-Cola Bot- 
tling Co., Inc., Magnolia, has moved 
into its new 95 x 120 foot brick and 
tile plant building. The new opera- 
tion, using entirely new equipment, 
has a capacity of 100 bottles pet 
minute, as compared with a 30-bot- 
tle per minute capacity in the old 
plant. The plant, having 14 em- 
ployees, services more than half of 
Columbia County, including the 
towns of Magnolia, Waldo, McNeil, 
Emerson and Atlanta, Ark. Grady 


Johnston is manager of the plant 


CALIFORNIA 


Pioneer Beverages Ltd., Oakland, 
has installed a 28-spout Cem filler, 
along with minor equipment. The 
business is managed by Joseph and 
Harold Lang Stephen G. Marti- 
nelli has filed a formal notice to 
the effect that he is in business at 
222 3rd St., Watsonville, under the 
firm name of the Coca-Cola Bottling 
Company of Watsonville. ... George 
T. Thompson has transferred the 
Shasta Springs and Shasta Springs 
Resort, Dunsmuir, to the Shasta 
Water Co., San Francisco, bottlers 
of Shasta beverages. 

The Walker Bros. Ice & Fuel Co 
have taken over the Mission Orange 
franchise at Bakersfield, formerly 
held by E. J. Rehfeldt. . . . Par-T- 
Pak Beverage Co., Emeryville, has 


an extensive television advertising 
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schedule, with programs on three 
. Globe 
Zottling Co., Los Angeles, headed 


San Francisco stations. 


by Abe Kanner, has been meeting 
with marked success in promoting 
the sale of Wilshire Club Creme-O- 
Coca through the medium of tele- 
vision advertising. Program follow- 
ers are offered identification brace- 
lets with name inscribed for two 
bottle crowns and 28 cents. Some 
families order the bracelets for all 
members 


COLORADO 

Nesbitt Bottling Co., Greeley, has 
Beer 
which operates 


been granted a Hires Root 
franchise. Firm, 
two other plants at Alliance and 
Scottsbluff, Nebraska, also produces 
Nesbitt’s 
The Greeley plant is managed by 


Seven-Up and Orange. 


ROOT BEER 


“OLD FASHIONED” WAY 


Miss Vi Million, who's doing a lot of 
sampling work for the Redding Bot- 
tling Works, Redding. Calif., is at- 
tired in a Gay Nineties costume as 
she serves Mason's Old Fashioned 
Root Beer to patrons in a Redding 
supermarket. Seems she wants to be 
sure of retaining that “old fashioned” 
atmosphere. 





BOTTLER 
BRIEFS 


GETS D-C FRANCHISE 


A Double-Cola franchise has recent- 
ly been issued to Rulon Beverages, 
of Orlando, Fla. Rulon A. Harris, 
above, is president of the company. 





Gib Gates. H. F. Timbers manages 
the Alliance plant, and Ray Tim- 
bers, the Scottsbluff plant. The 
three are owners of the company 


FLORIDA 

Grapette Bottling Company, of 
Vero Beach, has recently installed 
new bottling washing and refrigera 
tion equipment. Plant is headed by 
W. L. Forester, Jr. 


GEORGIA 


Lindsey Barron and Willis Ed- 
wards have opened a new Pepsi-Cola 
plant in Newnan, according to Neal 
J. Harman, assistant regional man- 
ager of the Pepsi-Cola Company 
Mr. Barron will be general man- 
ager of the new operation, which 
will maintain warehouses in Griffin, 
Carrollton and La Grange. 


ILLINOIS 


Frostie Old Fashion Root Beer 


franchises have recently been 
granted to Edward J. Meier, owner 


of the Excel Bottling Co., of Breese, 
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KICK-OFF MEETING FOR KIST 
Extensive advertising plans for Kist Orange were announced by Sam 
Alman, president and manager of the Dr. Pepper Bottling Co.. Gulfport. 
Miss., at a breakfast meeting attended by company routemen and Citrus 
Products Co. officials. Mr. Alman, who recently secured the Kist fran- 
chise, declared that point-of-sale, newspapers, and radio, among other 
media, will be used to promote the product. 





SPIC, SPAN, AND SANITARY 
Alterations were completed recently in the syrup room at the Seven-Up 
Bottling Company of Rochester, Inc., Rochester, N. Y. At right may be 
seen a sugar loader and a length of plastic tubing used in transmitting 
syrup. 





NESBITT POW-WOW 


Nesbitt’s bottlers from four Southern states (Va.. W. Va., N. C., S. C.) 
gathered recently in Charlotte, North Carolina, for an open-forum discus- 
sion and presentation of Nesbitt’s 1951 plans for advertising, merchan- 
dising. and selling. John T. Hunsaker, vice-president of Nesbitt Fruit 
Products, Inc., at extreme left. conducted the sessions. 





and Clinton Farris, owner of the 
Staunton Bottling Co. of Staunton. 

Nehi Bottling Co., of Carmi, 
has purchased the delivery equip- 
ment and business territory of the 
Royal Crown operation in Harris- 
burg. The Carmi plant is owned by 
the Whitsitt brothers, H. S., Jr., 
Lester and Chester, and Tom Starks. 
.. . Hawes Bottling Co., Freeport, 
headed by Ray Hawes, has moved 
into a new plant building. 


INDIANA 

Campbell Gillespie, manager of 
the Pepsi-Cola Bottling Co., Muncie, 
has purchased all stock in the com- 
pany from Mr. and Mrs. Phillip L. 
Kelser, who have owned it since 
1946. Mr. Gillespie plans to replace 
trucks and other equipment, and 
will intensify the company’s adver- 
tising program. The plant also bot- 
tles Mason’s Root Beer and Cam- 
Club orange and lemon. 


LOUISIANA 

Appointment of Clave E. Gill as 
sales manager of the Louisiana 
Coca-Cola Bottling Company, Ltd., 
New Orleans, has been announced 
by S. A. Seelye, vice-president in 
charge of sales. Firm also named 
Alvin Carroll assistant sales man- 
ager, and Fay N. Maitre, director 
of sales training and personnel... . 
A Double-Cola franchise has been 
issued to Moosa Brothers Bottling 
Company of Houma. Walter J. 
Moosa and William Moosa are the 


owners. 


MINNESOTA 

Seven-Up_ Bottling Company, 
Tracy, has completed construction 
of a new brick garage, measuring 
100 x 100. Firm also announced the 


promotion of Harlow Holbrook to 


sales supervisor. 


NEVADA 

Shirley Robison has assumed 
management of the Coca-Cola Bot- 
tling Company, of Ely. 
NEW JERSEY 


Crescent Beverage Company, of 
Newark, has been issued an Orange- 
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MAHER MEN 


The Maher 7-Up organization has 
announced two important personnel 
changes. George H. Fruth, left, for- 
merly with the Kansas City plant, 
has been named manager of the 
Seven-Up Bottling Co., of St. Joseph. 
Mo. He succeeds K. B. Llafet who 
has resigned to operate his own 
plant at Rocky Ford. Colo. John L. 
Wright, at right. succeeds Mr. Fruth 
as Comptroller of the 7-Up Bottling 
Co. of Kansas City. 





Crush franchise. Distribution will 
be concentrated in six New Jersey 
counties Hudson, Essex, Morris, 
Union, Middlesex and Somerset. 
John J. Kessler is manager and 


owner of the plant. 
Sib 


“x ..enot the bottle 





NEW YORK 


with Theo ett ringless Orange The Grapette Bottling Co., for- 


merly located in Binghamton, has 


moved to Port Crane, N. Y. 
THEONETT ORANGE makes a cloudy ringless drink 


that rings the bell in any bottler’s line. NORTH CAROLINA 


. = - e Gle R. Benfie as “cnase 
Its bright golden color makes it a standout in refrig- - enter! hes purchesed 
the Ferguson Orange-Crush Bot- 
erated show cases. Freedom from rings adds appeal to a flavor tling Co., Statesville, from N. K. 
ive ‘ ; ei Ferguson. The new firm will be 
distinguished for its fresh, satisfying taste. ‘ 
known as the Statesville Beverage 


And, best of all, THEONETT ORANGE is easy to mix Company. ... J. H. (Jim) Sullivan 


‘call id ‘ f Ge has been named manager of the 
ee ee Asheville Seven-Up Bottling Com- 
Order a sample gallon today, at case price. pany, Inc., at Asheville. Mr. Sulli- 


van had formerly been with the 





Washington, D. C., Seven-Up opera- 
tion for 11 years. The Asheville 
Seven-Up development, serving 
western North Carolina, is an M. L. 
Tipton operation. ... A Double-Cola 
franchise has been issued to Con- 
cord Bottling Works. E. B. Grady, 

Whether Your Order Is Large or For 61 Years, Makers Jr. is the owner. 
Small Theonett Service of Fine Flavor Bases : : . ; 
“Tops 'Em All” and Batvacts Seven-Up Bottling Company, of 
Durham, recently changed its name 
to the Seven-Up Bottling Company 
of Durham, Inc. In addition, the 
development’s officers have disclosed 
that the operation will occupy im 


330 N. Ashtend Ave., Chicege 7 t88. 


proved quarters at 321 West Greer 
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Street, in Durham, on or about 


July 1 


be installed at the new 


New bottling equipment will 
location, 
Meyer 24-8 Pre-Mix 


Filler, a Liquid Superkleen 16-wide 


including a 


Jet Hydro bottle washer, and a 
President of this 
Lloyd W 


Carbo Cool r 
Seven-Up operation is 


Brown 


OHIO 


An entire new bottling unit will 
be installed by the Cleveland Coca- 
Cola Bottling Company in its newly 
acquired East Side plant and ware- 
house at 3705 Carnegie Avenue, 
William T 


has announced 


Wood, general manager, 
Purchased at a cost 
of approximately $185,000, the new 
bottling unit will bring total opera 
tion by the company to four units, 
three at its 1502 Abbey Road loca- 
tion, and one at the new Carnegie 
location. The additional equipment, 
Mr. Wood said, will increase pro 
duction 25 percent and will facili- 
tate East Side delivery and distri 


bution 


OKLAHOMA 

\ Double-Cola franchise has been 
issued to the Double-Cola Bottling 
Company of Vinita 


OREGON 
John Hagen and Delbert Ander 
son are new owners of the Grapette 


Bottling Company, Salem, having 





NICE RECORD 


The plant of the LaCrosse (Wisc.) Bott. Works is unpretentious. . 


purchased the business from Ralph 
William R. Deutsch 
has been appointed manager of the 


Atwood. 


Pepsi-Cola Bottling Company, Port- 
land. Mr. Deutsch has been North- 
west regional supervisor for the 
Pepsi-Cola Company for the past 


four years 


PENNSYLVANIA 

Frank Banko Beverages was re 
cently granted a Frostie franchise, 
and is operating as The Frostie Bot- 
Frank 
Banko is owner and manager of this 
Booth and Shontz 


3ottling Works, Philipsburg, is cele- 


tling Co. of Bethlehem 


operation 


brating its 50th anniversary. The 
plant produces the Kist beverage 
line 


RHODE ISLAND 

Yacht 
dale, has added Frostie Root Beer 
Arthur W 


Club Beverages, Centre- 
to its line Sharp is 


plant owner 


TEXAS 


J. A. Finley and A. J. Whipple 
have purchased the Mission Orange 
Bottling Co., Lubbock, from David 
Casey. The plant, which also pro 
duces Delaware Punch, will be man- 
aged by Mr. Finley. 
Bottling Co. of Fort Worth, Inc., 
has acquired ten new 
trucks 


vehicles, equipped with special five 


delivery 


They are two-ton Chevrolet 


. but it 


has been in continuous operation for 82 years. Shown in front of the 
plant are several of the firm’s employees and one of its delivery trucks. 





Seven-Up 


Jesse 


case wide Herman bodies. 


George is plant manager. 


VIRGINIA 


Frostie Bottling Company, of 
Danville, has been purchased by 
L. J. Gourley. Mr. Gourley has al- 


ready embarked on a plant renova- 


. 
tion program 


WASHINGTON 


A large addition to the plant of 
the Par-T-Pak Beverage Co., Seat 
tle, has been completed and is now 
in use. Most of the added space 
is being used for warehousing pur- 
poses, but plant expansion can now 
be made on short notice. John R. 


Sousa is owner 


WYOMING 


Coca-Cola Bottling Company of 
Torrington has been sold by Wesley 
Woodson to George and Bob Garri- 
son. Mr. Woodson will move to 
Altoona, Pa., 


sales manager for the Altoona Coca- 


where he will serve as 
Cola Bottling Company 


WASHINGTON, D. C. 


The Board of 
Pepsi-( ‘ola 


Directors of the 
Bottling 
Washington, D. C 


Company of 
has announced 
the election of the following of- 
ficers: W 
Bernard Schwartzman, Vice-Presi- 
dent and Secretary, and W. Dal- 


ton Bundy, 


Ledru Koontz, President ; 


Treasurer. Samuel 
Schwartzman, past president, was 
elevated to the Chairmanship of the 
Board. Other board members, in 
addition to the officers are: 
M. Ferris, Joseph B. 
and F 


also announced the appointment of 


George 
Danzansky 
Joseph Donohue. Company 


Paul M. Mayer as General Sales 


Manager 


Ralph Cunningham 
Ralph 


dent and director of the General 


Cunningham, vice-presi- 
Box Company and manager of the 
Detroit Division, died May 17. He 
was 61 

He had been associated with Gen- 
eral Box and its predecessor since 
1916. 
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For Uniform Quality the World Over 





Infileos JBAS 


helps in OMAHA, Neb. 


“*.. our water supply is highly variable, but our Infilco equipment 
has always scored 100%." 
says M. L. Gothard, Omaha Coca-Cola Bottling Co. 





Omana CocaCota BorTuinG Company 


a a 
‘ — 
‘§ 





OMAHA'S JBAS-1500 
woter-treating plant 
with Infilco disk 
filters (right) 


“Compared to our old plant 
the JBAS is a real source of satisfaction.” writes Mr. Gothard. 
Join over 
Here's why. JBAS: 500 other bottlers — 
REDUCES FLAVOR-KILLING ALKALINITY include Infilco 


equipment in your 
REMOVES ORGANIC MATTER plans for more sales, 


‘ , ; . more profits. 
(cause of cloudiness, spoilage, foaming) iii 


REMOVES WATER TASTES AND ODORS 


INFILCO INCORPORATED & J 1cson, Arizona 





© BETTER WATER CONDITIONING * 
AND WASTE TREATMENT SINCE FIELD ENGINEERING OFFICES IN 26 PRINCIPAL CITIES 
1894 


World’s Leading Manufacturers of Water Conditioning and Waste-Treating Equipment 
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EALED-IN FLAVOR 


right from California's sunny groves... 


wes ORA! CE 


am 7 .WATER BAS 
une Coneenteied Croce 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 

orange and lemon drinks, made 

with Exchange fruit juice bases. 


CALIFORNIA 
FRUIT GROWERS EXCHANGE 
Products Department, Ontario, California BOTTLE RS 


400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13, N. Y. J U t Cc ES 
* 
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7-Up Montreal Plant Boasts 
Record of Growth 


The Seven-Up Company, Ltd., of 
Montreal, Canada, following a re- 
cently-completed expansion  pro- 
gram, now boasts one of the most 
impressive individual sites in the 
Province of Quebec. 

It was a little over 11 years ago 
that the Canadian Seven-Up opera- 
tion moved into its new factory on 
Graham Boulevard in the town of 
Mount Royal. In 1946 the develop- 
ment began to modernize its build- 
ing, and today the two-story struc- 
ture is distinctive for its clean, mod- 
ern lines and immaculate overall 
appearance 

Headed by W. H. Wallace, this 
Seven-Up operation has made great 
strides in production and sales since 
its modernization program was 
launched. At present, there are more 


ANYWAY YOU SAY IT 


than four times as many trucks dis- 
tributing Seven-Up to the Montreal 
consumers than there were during 
the World War ITI ration period. 


Orange-Crush Sales, Profits Down 


Sales of 


were 


Ltd., 
affected by ad- 
conditions 


Orange-Crush 
drastically 
verse weather during 
the summer, and in addition, sales 
in Canada also suffered from a 30% 
tax on carbonated beverages, J. 
William 


president, stated in the annual re- 


Horsey, chairman and 
port for the year ended Nov. 1, 
1950. 

As a total 
sales were more than 13% 


result, consolidated 
below 
the previous year, Mr. Horsey re- 
ported. Net operating profit 
dropped to $704,008 from $880,- 
261. Consolidated net profits were 
down about 40% at $289,591, equal 


These familiar looking Grapette trucks are creating considerable com- 
ment among Canadians living in the vicinity of Montreal. They repre- 
sent Grapette Canada, Ltd. “SOIF OU NON” and “DEGUSTEZ” are 


French for “Thirsty or Not’—‘“Enjoy” 


is being rapidly expanded. 


. . » Grapette! This delivery fleet 
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to 68 cents a share. In the previous 
year the company 
strongly from a 1948 net loss of 
$513,982, to show a profit of $411,- 
041, equal to 96 cents a share. 


recovered 


Development of a stronger con- 
centrate by the U. S. 
resulted in higher profit margins 


subsidiary 


for the company and franchise bot- 
tlers, Mr. Horsey declared. Fran- 
chise operations, he added, are be- 
ing further strengthened by a vig- 
orous campaign to replace unsat- 


isfactory bottlers. 


Gets New Post 

J. H. Harvey, formerly manager 
of the Regina, Sask. division of the 
Coca-Cola Co. of Canada, Ltd., re- 
cently was named manager of the 
company’s plant at Kitchener, On- 
tario. Mr. Harvey has been highly 
active in civic and trade affairs. 


Ontario Plant Sold 

Cold Spring Beverages, of Bow- 
manville, Ont., recently was sold by 
Elmer Ott to William (Bill) Smith, 
of Perth, Ont. Mr. Smith has an- 
nounced plans to change the name 
of the company to Smith Beverages, 
Ltd. 


Canada Dry Ads 
Use Cowboy Theme 

Full-page rotogravure advertise- 
ments in week-end papers, daily 
newspaper ads and outdoor posters 
are being used in a new campaign 
for Canada Dry, Ltd., Toronto. A 


cowboy theme highlights the new 
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series Double-page spreads in nounced recently that Hi-Spot will 
dealer trade papers advise dealers be added to the local branch’s opera- 
to get the new cowboy display tion, in the 30-ounce size 
stand 

The company recently conducted Installing Equipment 


a special premium campaign, offer- Crown Cork & Seal, Ltd., is in- 
ing two Libbey safedge glasses for stalling a complete unit of fillers, 
25 cents and the special label cou- crowners, etc., in Coca-Cola’s new 
Edmonton plant. Jack Buchanan is 


manager of the operation. 


pon around the neck of every bottle 


of Canada Dry ginger ale. 


Will Add Hi-Spot : 
Col. Bus Ryan, manager of Can- Appointed Sales Manager 


ada Dry'’s Vancouver plant, an- National Dry Limited, London, 


ributed from coast to 


d dist 
@ Bottled an 0 leading bottlers. 


coast by over 25 
e No. 1 ROOT BEER in many of 


@ Th ing markets. 


the nation’s lead 
yut- 
mand drink that opens new © 


ith 
increases sales per stop..- ‘ 
margin of profit for the bottler. 


@ Ade 

lets.- 

a wide 
d, consistent merchan- 
ng and sales programs 
eration by Mason 
sing and 


@ Backed by soun 

dising, advertist 

i 1 coo 

_. . plus libera 

& Mason in sharing advertt 
promotional costs. 


Franchises still available! 


all over the Nation... 


IT’S MASON’S 


Phone! Wire! Write! 


MASON & MASON, INC. 


213 N. DESPLAINES STREET, CHICAGO 6, ILLINOIS 


Ont., manufacturers of Wishing 
Well beverages, has announced the 
appointment of Garnet Elliot as 
sales manager. Mr. Elliot is well 
known in Western Ontario, hav- 
ing had 23 years’ selling experience 
in this field. 


New Plant Opens 

A new beverage firm, the Sun- 
crest Bottling Company, has been 
organized in Fortune, Newfound- 
land. George Dixon is manager of 
the new plant and R. Ayers is pro- 
duction manager. A wide range of 
flavors will be offered, and both 
small and 30-ounce bottles will be 


used. 


In the past, all soft drinks sold 
on the south coast of the island 
province have been shipped from 
St. John’s, and it has been neces- 
sary to charge a higher price per 
bottle and case than prevailing at 
St. John’s, because of the transpor- 
tation cost. The Suncrest Bottling 
Company prices are the same as 
those in St. John’s. 


John McCullough 


John McCullough, owner and 
manager of Aerated Waters, Lim- 
ited, Vernon, B. C., passed away re- 
cently. He was thirty-nine years 
old. The business was founded by 
his father, also deceased. 








PAUSE ON OKINAWA 


Two sergeants of the Military Air 
Transport Service, stationed on the 
Pacific outpost of Okinawa. stop 
on a day-off sightseeing tour of the 
island for the “pause that refreshes.” 
This soft drink canteen is at Ishikawa 
beach, a section of the Okinawan 
coastline that greatly resembles Ha- 
waii. (Defense Department Photo) 
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IN LONGER 
LIFE AND 
BIGGER 
PAYLOADS 


Only 


\N BOTTLES 


Free Zephyr Catalog 
Sent on Request. 





Longer life is an outstanding feature of Zephyr Beverage Bodies. 
They have been known in many instances, to outlast everything 
else in the fleet. It is not unusual for Zephyr Bodies to continue 
giving a good account of themselves after 20 years continuous use 
—and for bottlers to have their old Zephyrs revamped after 10 
to 15 years of service. 


Superior design and advanced engineering combined with the 
best Hi-tensile steels available are responsible for this enviable ELIMINATES RESTACKING 
record. Zephyr Bodies cut delivery costs because they cost less 
to operate and maintain. A reduction of 500 to 1000 Ibs. in un- 
necessary body weight brings big savings in gas, oil, tires and 
repairs. 


Exclusive with Specialty—new 
pallet bodies with removable steel 
rack pallets. They make all cases 
accessible and eliminate the need 
of restacking the load during 


Whether you are interested in rack bodies, rack pallet bodies, or ‘ 
delivery. 


regular body design—whatever your delivery problem, call on 
Specialty for the answer. 











SPECIALTY ENGINEERING COMPANY 
TRENTON AND ALLEGHENY AVES., PHILADELPHIA 34, PA. 


ZEPHYR BODIES 
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Canada Dry Adopts Pension 
Plan for Employees 

Stockholders of Canada Dry Gin- 
ger Ale, Incorporated, have ap- 
proved a retirement plan to provide 
pensions for employees reaching the 
age of 65. The plan, which becomes 
effective July 1st, is in two parts, 
the first providing pension benefits 
supplemental to those payable 
under Social Security, assuring a 
minimum combined pension of $100 
per month to employees having 25 
years service. Those with less than 


25 years will receive a proportion- 
ately lower amount. 


The second part provides for ad- 
ditional benefits on earnings above 
$3600 per year, which are not cov- 
ered under the Social Security Act. 


The Canada Dry plan also allows 
for retirement of employees before 
reaching age 65 under certain con- 
ditions. All costs of the retirement 
plan will be borne by the company, 
with no contributions being re- 
quired from employees. 


People are Funny 


They buy soft drinks on impulse 


. so a short, easily-remembered name on a striking 
red and white label is an important sales advantage. 


Their choice of bottle-size varies 


. O-So’s complete bottle flexibility 


enables you to satisfy all pocket- 


books. 


Their flavor preference 


is unpredictable 


here again the O-SO 
line comes up with 
the answers. ..10 dis- 
tinctive top-quality 
flavors, 4 fine mixers. 


The O-So Franchise will settle 
more sales and profit prob- 
lems for you than any other 
single franchise in the 
industry. 


\ 
~ 
Standard 7-oz. Bottle 


32-02. “Take-home” 
Bottle 


10-0z. All-purpose Bottle 


0-So Grape comPaNy 203%: 
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SAMPLE Ep*s 
DOUBLE-COLA 
Lbottle serves 2 Pry’ 


SAMPLING PAYING OFF 

B. M. Price, left. new Double-Cola 
bottler in Uvalde, Texas. is using 
sampling bars in grocery stores and 
supermarkets to establish distribu- 
tion and secure displays of Double- 
Cola cartons. He reports that this 
method. has been “highly suc- 
cessful”. 





EYES ON AWARDS 


Looking over the array of gold 
cups to be shipped to Nesbitt fran- 
chise bottlers who attained out- 
standing sales records are B. R. 
Murphy. Nesbitt’s President: Shir- 
ley Snyder. franchise division 
secretary, and Nancy Cate, ad- 
vertising division secretary. 





ADVANCE PLANNING 


All set to greet 1952, the Dr. 
Swett’s Root Beer Co. is offering 
to Dr. Swett's bottlers their choice 
of the two 1952 calendars above. 
Calendars feature the large his- 
torical date pad, which has 
proved highly popular in previous _ 
years. 
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Send for your 


BEVERAGE EQUIPMENT SECTION 


free copy.. 


cc USENET 1s euec® 


yao 


of Electronic Beverage Inspection 


Are YOU LOOKING for a way to boost your output 
and solve manpower shortages? Would you like to 
eliminate inspection weaknesses and increase your 
legal protection against false claims? Electronic 
inspection can help you and this booklet tells how. 

In non-technical terms it describes the operating 
principles of the RCA Automatic Beverage Inspec- 


tion machine—explains what it is and how it works. 
It illustrates the five superior features of this amaz- 
elec- 
tronic inspection can raise plant efficiency and 


ing inspection machine. It shows how RCA 


improve public relations. It includes floor plans of 
typical bottling lines. It gives the details of RCA 
nation-wide installation and maintenance service. 


For your free copy of this handy reference, mail the coupon. 


BEVERAGE EQUIPMENT, 


Dept. S-(4 


RCA Engineering Products 


Camden, N. J. 


RADIO CORPORATION 


Name 
of AMERICA 


Firm 


ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.J. 


Address___ 


In Canada: RCA VICTOR Company Limited, Montreal 
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oe 


Send me a copy of the new brochure on the RCA 
Beverage Inspection Machine. 


Automatic 








A 

















It’s a FLAVOREX fact: 


The real thing 


BLACK 
CHERRY 


REAL fruit flavors for your brand— 


GAIN public demand and 
repeat profits. Give folks 
the real thing in your Black 
Cherry and Black Rasp- 
berry beverages. Made 
with FLAVOREX real 
fruit flavors, your drinks 
are better—much better. 


Way its made—makes it better 
Only the plump, finer 


fruits enter FLAVOREX 
“quality controlled”’ plant. 


Scientifically processed, 
FLAVOREX fruit flavors 
have all the coveted sweet 
freshness of the harvested 
fruit. Its the real thing for 
your trade. 

Taste-test it yourself. 
Write for generous samples 
of syrup—ready to bottle 

. or place trial order for 
Black Cherry and Black 
Raspberry. Stock crowns 
available. Prompt delivery. 


For the real thing in Loganberry, Blackberry, 
Strawberry and Fruit Punch, get it from — 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S. CENTRAL AVE., BALTIMORE 2, MD. 


Dad’s Bottler Triples Sales 
Volume In 3-Year Span 

Harold Chapin, president of 
Dad’s Root Beer Bottling Company 
of Newark, New Jersey, recently 
reported the establishment of “a 
new sales record in the New Jersey 
area.” 


Speaking at a meeting of Dad’s 


| fa 


HAROLD CHAPIN 





distributors in Chicago, he noted 
that during the three years of its 
operation, his plant had achieved a 
300 case sales increase, and a 
275°, fountain sales increase. 

To handle this increased business, 
Mr. Chapin said his plant has added 
new production facilities. 


These Nesbitt’s Bottlers Mer- 
chandise Their Advertising 

It pays to advertise, according 
to George Trappey, B. F. Trappey 
and Charles Rice, owners of Trap- 
pey’s Beverage Co., Nesbitt’s opera- 
tion in Alexandria, La. But, they 
further believe, you have to mer- 
chandise your advertising. 

The three promotion-minded gen- 
tlemen recently began sponsorship 
of a half-hour radio program, “The 
Cisco Kid.” To get maximum value 
from it, they launched a big adver- 
tising drive calling attention to the 
program. The campaign is still 
running, and features mention of 
the program in newspaper ads, 
point-of-purchase displays, and 
through sound truck announce- 
ments. In addition, to keep interest 
in the show from lagging, the pro- 
gram plugs give-aways, such as 
Cisco Kid masks, hats, badges and 
buttons, in return for a specified 
number of bottle tops. 

The net result has been steadily 
rising sales of Nesbitt’s in the 


Alexandria area 
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Hires Adds Bottlers 

The Charles E. Hires Co., Phila- 
delphia, recently announced the ad- 
dition of eight new bottlers to its 
licensee chain. The new Hires plants 
are: 

Zip Beverage Co., Missoula, Mon- 
tana (L. G. Zipperian); Beehive 
Bottling Co., Brigham City, Utah 
M. A. Burtcher); 7-Up Bottling 
Co., Preston, Idaho (J. Earl Nor- 
ton); Ragazinsky Bottling Co., Ma- 
hanoy City, Pa. (J. W. Ragazin- 
sky); Lux Food Products Co., Lud- 
ington, Mich. (R. E. Palmquist) ; 
Nesbitt Bottlers, Inc., Russell, Kan- 
sas (Jerry Ray); Humboldt Bot- 
tling Co., Humboldt, Nebr. (Henry 
Genoa); and Ritzy Beverage Co., 
Stony Creek Mills, Pa. (Walter E. 


Ritz, Jr 


Sam A. Moore 

Sam A. Moore, 80, owner-man- 
ager of the Seven-Up Orange-Crush 
Beverage Co., Little Rock, Ark., 
passed away June 2. A veteran of 
the beverage business since 1926, 
Mr. Moore was a past president of 
the Arkansas Bottlers of Carbo- 
nated Beverages. For the past sev- 
eral years, active management of 
the company was in the hands of 
his son, S. Howard Moore. 








STREAMLINED 


Paraphrasing their own slogan, “A 
Lift For Life.” the Dr. Pepper Com- 
pany has given a real “lift to sell- 
ing” to their expanding Dr. Pepper 
Fountain Division in the introduction 
of this new, attractive label for their 
one-gallon fountain syrup container, 
pictured above. 
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CURRENT PRICES 
BOTTLERS’ INGREDIENTS 


HIGHER Kola nuts 
Lemon peel ‘as 
i Orange peel, bitter 





Chemicals 
Pyrethrum concentrate, 
30-1 . . : 
Botanicals —— Oils 
Vanilla beans, Bourbon... ene tey synthetic 
Flavoring Oils Birch tar, crude 
Lemon, Californian ......  .2! rectified 
Orange, West Indian.....  .1E Cassia 
Cinnamon, bark oil 
LOWER leaf oil . eet 
Chemicals Citronella, Ceylon 
Glycerine, USP ... nhla Java ES 
Lithium bromide pee 2 Geranium, Algerian 
Botanicals Turkish 
Ginger root, African os Lime, expressed 
Jamaica, No. 1 a Metal 
Nigerian ..... BEG Tin, Straits 








TABULATED PRICES 

FOLLOWING are the latest and most accurate market quotations obtainable. 
Special attention is called to the indented paragraph next following: 

NOTE.—The prices given in the following bottlers’ ingredients market re- 
ports are for bulk quantities in original packages. Retail buyers cannot reason- 
ably expect to get small quantities at the figures here quoted, as there are 
various charges to be added, which often greatly augment values before whole- 
sale dealers or jobbers stock goods. 


Articles Prices Articles 


ACIDS 9 _ 
Acetic, U. S. P one com to ’ a 2 
Benzoic, U. S. P.......lb. ( to rl eon wees 
Citric grandular. fine : Nigerian, split.. 
grandular, carlots Sarsaparilla, Hond 
1 delivery lb ‘ 27 _ Mexican 
10,000 Ibs., 1 delivery. .lb "2 Tonga 
small lots . ovocme 2 af a - i 
Phosphori N. F te 8 FLAVORING OIL— 
Tartaric—Dom. crystals. |b t ; Almond—Artificial : 
10,000 Ibs., 1 delivery. |b ) Anise, Lead free U.S.P.. 
Bergamot—Natural 
CHEMICALS - weg aay : ee 
coho. > ‘ gual ire ar rude 
Alcoh h— Ethyl . : 0 per bain 
. 7 Cassia, Redis'd, U.S.P 
Denatured Cinnamon, bark oil 
c.D No 2- iS to 1 Leaf of 
Alum—Ground Ceylon 
Powdered : . 
Caffeine Alkaloid Ib. to Clove ons : 
Coumarin Sears Ib 3.00 to 3.5 Geranium—Algerian 
DDT ib { = r Bourbon . eowu 
Glycerine, USP ‘ 1 0 G Turkish 
Lithium Bromide ) 90 to 2.3% Gravet 3 
sia C » srapefrui ° . 
es . arbonate, pe egg RE 


Pyrethrum concentrate Lemon—lItalian 


liquid, 20-1 ( Californian 
30-1 .. : al 1 RO Lemongrass 
Soda Benzoate Ib : m 4 Lime—Distilled 
Bicarbonate, U. S. P. Expressed , 7.2 
Powd ‘ 2.76 Mace . ‘ . 4.00 te 
Caustic, 76% .......cwt S& 05 Nutmeg .... 2.44. vw wo 
Citrate, U. S. P. V Ib. 28 t 2 Orange—distilled F ” to 1.0 
U. Ss. P ] . 2 ‘83 Expressed, Brazilian. . |b. Nominal 
Vanillan—from « 1 5 5 A Californian eevee 2 to 2 
From Guaiacol .......lb. 3.00 to 8 Florida ... 
From Lignin Italian 
Vitamins, Ascorbic West Indian . 
(C) Kile 24.5 27. eppermint { S.P. 
Nicotinic acid .. .K 9. SPORTTAENSs U.S.P. “ 
Nicotinamide (P-F) .Kilo 2.00 Sweet Birch, U.S.1 
Riboflavin (Bz, G)...Kilo 
Thiamin Hydrochloride 
(B,) eae . filo 160. 


, U.S.P 
Natural . 
Synthetic 
BOTANICALS 
Vanilla METALS— 
Bourbon ... eee 9 > Crown Caps, plain ..gross 
Mexican Decorated .........@Toss 
Cuts Tin, Straits 


MISCELLANEOUS SIRUPS 
Kola Nuts oe — ( t ( Corn, 42 degree 
Lemon Peel j d, ‘ ‘ Dextrose 
Orange Peel—Bitter -Ib ? o 3 Rock Candy 
Sweet ° Simple 
Quassia Chips 
SUGAR 
ROOTS Cane, Granulated 
Ginger—African . : ; ® x Beet, Granulated 
Jamaica No. 1...... { to B5 Sugar Coloring 











20 FLAVORS 


GINGER ALE 
PALE DRY — GOLDEN 
SPARKLING WATER 
COLA 
SARSAPARILLA 
ROOT BEER 
WHITE SODA 
CREAM SODA 
STRAWBERRY 
VINEYARD PUNCH 
CHERRY 
ESKIMO COOLER 
RASPBERRY 
GINGER BEER 
LEMON AND LIME 
TOM COLLINS MIXER 
LIME RICKEY 
ORANGE 
LEMON SOUR 
QUININE WATER 


Growth from Profits 


For 70 years Clicquot Club has been bottled at Millis, Mass. 
The growth and expansion of this big plant has been 
financed entirely out of profits. Today from coast to coast 
Clicquot Club franchise bottlers are earning substantial 


profits from steadily increasing Clicquot Club sales. 


QUALITY. . 


. Only the finest of flavor ingredients 


are used. 


HIGH PROFIT... Franchise bottlers get top profit mar- 
gin from Clicquot Club. 


PRESTIGE ... Years of continuous national adver- 
tising have created widespread con- 


sumer acceptance, 


Some franchise territories are open. 


Clicquot 


(Pronounced KLEEK-O) 


Club 


BEVERAGES 


Clicquot Club Company 
Millis, Massachusetts 
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This neat-appearing plant. well iden- 
tified and in a prominent location. is 
attracting attention for Dr. Pepper in 
Port Arthur, Texas. Note also that 
owner Reynolds is using to good ad- 
vantage the display windows to 
feature both product and vendors. 
The plant, as you see it here, serves 
as an excellent means of advertising 
the product which it sells. 





Ownmaue of the Dr. Pepper Bot- 

tling Co., Port Arthur, Texas, Plant Sells The Product 
changed hands, effective October 

10, 1950, when J. C. Reynolds pur- 

chased the business from Mrs. 


Mary Reel. Mr. Reynolds, formerly . iia | 


connected with the Dr. Pepper Bot- 





¢ 
tling Co. of Greenville, Texas for a 

number of years, will serve as man- 

ager of the plant. The change in 
management was effected with prac- 

tically no interruption of service 

to the trade. 

Announcement of the change was 
made to the trade through the local 
papers on October 11. The plant 
building is comparatively new, hav- 





ing been completed in 1947 and is 


in an excellent location. It is 54x40 J. C. Reynolds, new owner and man- A good water-treating system is one 
ager of the Dr. Pepper Bottling Co. of the features of the Port Arthur 
in Port Arthur, is a young man with plant. All equipment is compara- 
the back; is neat in appearance a number of years experience in the tively new and well arranged to 
bottling business. allow for maximum efficiency. 


ft. on the front and 75x40 ft. at 


and well identified. 





Bottling equipment, all of which 
is comparatively new, includes a 
Model F Dixie, D & L soaker, Li- 
quid carbonator, Frigidaire ice ma- 
chine and an Evans heater, filter 
and purifier. There are at present 
five employees in the organization. 
The plant is spotlessly clean and 
open to visitors at all times. 

His eight vears with the Green- 
ville Dr. Pepper plant gives Rey- 
nolds an excellent background of 
experience. “We are depending 
heavily on goodwill, good advertis- 
ing and good service, plus a lot of 
hard work, to achieve the success 
that we know is possible here in The bottling line pictured above, comprising a Model F Dixie, D & L 
Port Arthur,” stated Reynolds. soaker, Liquid carbonator, Frigidaire ice machine and an Evans heater, 
“Mun wotpe-eoanting on our vender filter and purifier, is capable of turning out good beverages. With Port 

Arthur located on the Gulf and bristling with many new industries, poten- 


program to produce some good re- tialities for increased Dr. Pepper business in this area are considered 


” xcellent 
sults,” he added = 
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Keep Working Capital 
Working For You 


Dresem the fact that money is abundant today and 
that the currency in circulation will increase rather 
than decrease in this war economy, the bottler must 
guard his working capital carefully today, more care- 
fully than in times when money is less plentiful. That 
is because the dollar has decreased in value. Today, 
you need about $2 to buy what $1 bought a decade 
ago. Costs are increasing and taxes are a much heavier 
drain on “seed money” than they were before Pearl 
Harbor. Despite the fact that much has been written 
about working capital the subject seems vague to many 
bottlers. This is because the calculation takes in a 
number of factors whose relationship is easier to ex- 
plain by means of simple tables, rather than with 
words. For this reason, we show you via the easy-eye- 
way how you can appraise your working capital posi- 
tion and what factors to watch in order to maintain 
a satisfactory working capital ratio for your business 
in the critical period ahead when it is vitally important 
that this be done. The figures and ratios used are 
merely illustrative to bring in all the relevant factors 
and do not represent the recordings of any bottler or 
group of bottlers 


TABLE No. 1 
ASSETS 
Cash $ 2.500 
Receivables $00 
Inventory 1,500 


Current assets $ 4,500 
Working capital 3,000 


Current liabilities 


$ 1,500 
LIABILITIES 
Accounts payable $ 1,000 
Accrued liabilities $00 


Current liabilities $ 1,500 

The excess of current assets over current liabilities 
is working capital. When working capital is twice the 
current liabilities, a business is assumed to have ample 
“seed money” unless the receivables or inventory, or 
both, are slow to liquidate, in which case, the working 
capital may have to be increased to as much as three 
times the current debt or liabilities. The ratio. of cur- 
rent assets to current liabilities is known as the cur- 
rent ratio. Bankers and creditmen place more reliance 
in the current ratio than in the surplus or net worth 
when they are considering applicants for credit. That 
is why the bottler should try to maintain a good 


current ratio at all times. If your current ratio is 


90 


below 2 to 1 and you need a loan or substantial credit, 
don’t be too surprised if you are turned down unless 
you can offer a satisfactory explanation for your weak 


financial condition 


TABLE No. 2 
ASSETS 
Cash $ 
Receivables 1,000 
Inventory 3,000 (1) 
$ 4,500 
3.000 (1) 


Current assets 
Working capital 


Current liabilities 


$ 1,500 
LIABILITIES 
Accounts payable $ 1,000 
Accrued liabilities 500 


Current liabilities 


$ 1.500 


The working capital in this table is the same as in 
Table No. 1, but the ratio of inventory to working 
capital is 1 to 1, or inventory is 100 per cent of work- 
ing capital. In normal times, inventory is safest in 
this industry when it is about 30 per cent of working 
capital, otherwise the capital invested in materials 
and supplies will be too high, resulting in excessive 
interest expense, excessive insurance expense, higher 
losses on inventory due to spoilage, damage, theft, 
etc. More space is needed to house excessive inven- 
tory and more help to service it. All this extra outlay 
cuts profits and is a drain on working capital, making 
it necessary to increase it proportionately to maintain 
liquidity in the business. If this cannot be done, the 


bottler will fail to meet his obligations promptly 


TABLE No. 3 
ASSETS 
Cash 
Receivables 
Inventory 


Current assets 
Working capital 


Current liabilities 


LIABILITIES 
Accounts payable 
Accrued liabilities 


Current liabilities 


Here the working capital is 5 times the current debt 
We have met bottlers who considered themselves well 
fortified against financial disaster when their work- 
ing capital showed a similar ratio to current liabili- 


ties. They overlook the fact that too much working 
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Put Your Own Bottles to Work in Our 


NEW CHOCOLATE BEVERAGE 
FRANCHISE PLAN 


¢ Get started with practically no investment! 


e Buy a sterilizer as you go, out of 
income from your Chocolate Business! 


You Can 

Start Bottling 
This Popular 
Sure Profit Drink 
NOW!... 


AY 


THE Leader in 
Chocolate Drinks 


for over 25 Years 


For stability and sure-profits through 
normal times and slack periods as well, 
there is no other drink that can com- 
pare with chocolate. More and 
more bottlers every day are 
discovering this fact... and 

their first choice natur- 

ally is the chocolate 

drink that is nation- 

ally known and 

nationally pop- 

eller... 

KAYO. 


For full particulars 
write today to 


CHOCOLATE PRODUCTS CO. 


O'S weeet SCOTT STREET 
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CHICAGO 10, tLiin ots 








GINGER ALE, 
* ORANGE DRINK, COLA, 
ORANGE, LEMON, @ % SPARKLING WATER, 


STRAWBERRY, e GRAPE SODA, 
GRAPE, CHERRY, e on ROOT BEER, 
ROOT BEER, 7 and other J} 
a Yim, and other NEHI y PAR-T-PAK 
4g la % flavors f 


ROYAL CROWN COLA - PAR-T-PAK BEVERAGES 
NEHI BEVERAGES 


NEHI CORPORATION + COLUMBUS, GEORGIA 
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capital is as bad as too little because “seed money” 
must be kept working to harvest profits. More than 
one business concern has closed its doors, paid off its 
creditors dollar for dollar from a fat bankroll and 
auctioned off its holdings. Too much money broke the 
management. It didn’t spend some of it for some 
form of business betterment, such as modern equip- 
ment or sales promotion, hence, their sales declined 
to a point where it didn’t pay to stay in business. 


TABLE No. 4 


ASSETS 
Cash $ 1,060 
Receivables 500 
Inventory 1,500 


Current assets $ 3,000 


LIABILITIES 
Accounts payable $ 2.000 
Loans payable 2,000 


Current liabilities $ 4.000 
Floating debt 1,000 


Current assets 


$ 3,000 


When your current liabilities exceed the current assets, 
you have a floating debt. Not an envious position to 
be in. 


TABLE No. 5 
Current assets $ 3.000 


Fixed assets 27,000 


Total $30,000 
Current liabilities $ 4,000 
Fixed liabilities 5.000 
Net worth 21,000 


Total $30,000 


You may have a floating debt and still show a good 
net worth. You may show a satisfactory net profit 
on a satisfactory sales volume, at least for a limited 
time, and your business may have a floating debt. But 
you couldn’t get a loan from a banker with this type 
balance sheet and eventually the sheriff would take 
over. We have found a floating debt on the books of 
more than one bottler who thought he was doing well 
because his profits, sales and net worth were substan- 
tial. A floating debt may creep up on him at any time, 
particularly in a period such as this, when shortages 
or price control may depress dollar volume, when 
high taxes and costs may net skeleton profits. 


TABLE No. 6 
Annual sales $200,000 
Working capital 10,000 
Turnover of working capital 20 
(Sales divided by average working capital carried 
during the year) 
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Working capital has a turnover just like stock or labor. 
It is easy to calculate. Divide the average working 
capital into the sales to get the turn as shown in the 
foregoing table. When net profit and sales volume for 
a period are satisfactory, the working capital turn at 
that time is usually the desirable turn for the busi- 
ness. The bottler’s own experience figures will fix the 
most advantageous turn, then he should try to main- 
tain it. 


TABLE No. 7 
ASSETS 
Current assets $10.000 
Fixed assets 10,000 
Total $20,000 
LIABILITIES 
Current liabilities $ 5,000 
Net worth 15,000 


Total $20,000 


The bottler should keep his working capital from be- 
coming excessive by investing in forms of business 
betterment, but he should not modernize or expand 
beyond his capacity to keep the business liquid at all 
times after betterment. Suppose a bottler’s working 
capital is $5,000 before he invests in betterment as 
shown in the foregoing table, current assets, $10,000, 
current debt, $5,000, making working capital $5,000. 
If this working capital is required to keep the business 
adequately liquid, the bottler must increase this dol- 
lar figure if he expands his facilities, he cannot expect 
the same working capital to carry a bigger load and 
retain the same degree of liquidity. For this reason, 
the bottler intent on betterment or expansion should 
give consideration to the probable increase he can ex- 
pect in “seed money”. Say that after investing $10,000 
in betterment, this bottler found himself in this con- 
dition. 


TABLE No. 8 
ASSETS 
Current assets $10,000 
Fixed assets 20,000 


Total $30,000 
LIABILITIES 

Current liabilities $ 5,000 

Fixed liabilities 10,000 

Net worth 15,000 


Total $30,000 


This bottler’s fixed assets are now $20,000 instead 
of $10,000. His net worth and working capital have 
not increased, yet, the additional investment in fixed 
assets means more outlay for upkeep and promotion, 
which more than likely will be too much for the same 
working capital to carry, hence, this bottler will not 
be able to meet his obligations on time and may get 
into financial trouble. 
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Roy W. Moore, president of Canada 
Dry Ginger Ale, Inc., was recently 
“profiled” in the “New York Herald- 
Tribune.” The Trib stated that Mr. 
Moore “aspires to develop Canada 
Dry into the General Motors of the 
beverage industry.” 

Mr. & Mrs. C. B. Chesterman re- 


John R. Sousa Jr., son of the 


owner of the Par-T-Pak Beverage 
Co., Emeryville, has returned from 
a stay of more than two years in 
Japan with the occupation forces 
and is undergoing treatment in the 
‘ ‘s > Ce . Seve 
hospital at Camp Cooke. . Seven IN APPRECIATION 
beverage industry executives have 
Farren McNamara, left. of the Dr. 
Pepper Bottling Co., Austin, Tex., and 
Lines’ “100,000-Mile Club.” They for eleven years secretary of the 
. , ‘ : Texas State Bottlers’ Association. re- 
are: James A. Gooding of the Pepsi- ceives a set of silver and the con- 
le C4 ; 2 Il sl AH. gratulations of association president 
Cola Co., and H. A. Billingsley, Roy A. Hackworth (Pepsi-Cola Bot- 
Caperton, W. W. Clements, E. M. tling Co., Wichita Falls) for his years 
oie i dM.G and E of effort in behalf of the Texas bot- 
Josser, Leonard M. Green and Ern- tlers’ group. Mrs. McNamara looks 
est F. Marmon of the parent Dr. om. 


become new members of United Air 


Douglas J. Bell, left, Manager of 
Pepper Co. ... Mrs. Thomas Win- Armstrong Cork Company's Glass 

Closure Division Office at New 
St. Louis Chapter of the National Orleans, receives a congratula- 
: a tory handshake from Joseph C. 
Association of Cost Accountants re- Feagley. Vice-President and Gen- 
Inc., has been named “Woman of cently elected R. E. Burlew of the eral Manager of the Division. for 
the Year” in Amarillo by Beta Monsanto Chemical Co., president, ae tun ae a Ge 
Sigma Phi sorority, women’s civic and S. G. Landfather, Dr. Pepper on in approval is C. J. Backstrand, 
Company President. 





gate, vice president of the Amarillo 


(Texas Coca-Cola Bottling Co., 


and cultural organization. Bottling Co., vice-president. 














5 Case Beverage Truck 


WITH 10°° PNEUMATIC TIRES 





Easy Operation 
Avoids Spillage 
And Breakage 


@ SAVES TIME—Free-rolling 
wheels mounted on ball or 
roller beorings speed - up 
operation, cut down hond- 
ling time. 


for a Profitable > a SAVES MONEY — Top 


quolity 10° General Tires 


| Drink That's Different? -- | = oo 














help avoid costly spillage 
— N ond breakage. 














oa ake 

N tubular stee! o oli-weice 

Birchola is a delicious beverage that has that recl “fresh \ construction take rough 

from the woods" flavor. There are many years of solid a eeeres: ee ee 

popularity behind it—it has been sold in bottles, at foun- \ Perret) tate 

tains and from kegs. \ } Ms aaa FOR EARLY 

Birchola is now being offered on an exclusive franchise 

basis. We have a set up that can't be beat from a profit 

stand point, including low flavoring cost-per-case and : MODEL 79 
sensible advertising and promotional plans. 


Write, wire or ‘phone now for more complete details . . . MOELLEN BROCK & Wy 1 LKE 
THE BIRCHOLA COMPANY DEPT. S-3, WASHINGTON, MISSOURI 


319 North Sumner Avenue Scranton, Pa. 
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cently celebrated their Golden Wed- 
ding anniversary. Mr. Chesterman, 
still the active head of the Chester- 
man Company, Sioux City, is a for- 
mer president of A.B.C.B 
a present A.B.C.B. official, President 
Al G. Beaman (Seven-Up Bottling 
Co., Nashville), is celebrating a re- 
cent family addition 
Ralph 
ager of the Royal Crown Bottling 


a boy. 


Webb, owner and man- 


Company of Columbus, Mississippi, 
was recently named “Man of the 
Year” for 1950 by the Columbus 
“Y's” Men’s Club. 


Cott Beverages Starts Operations 
In New York Area 


Harry Cott, president of Cott 


3everage Corporation, of New 
Haven, Conn., has announced that 
the company’s full line of 17 flavors 
is now being sold throughout Long 
Island, parts of New York City and 
New Jersey. 

Cott Beverages is one of the larg- 
est soft drink bottlers in New Eng- 
land. Its prewar sales of 100,000 


cases per year have leaped to well 


BIG Dr Pepper 
JINGLE CONTEST 


INCREASING JULY SALES! 


a new star 
is born 


Cott’s advertising hits N. Y. area. 








over 4,000,000 cases per year. The 
Cott management has expanded 
area by area, but “with no thought” 
of making Cott a “national” drink 
for some time. 
To open the 
campaign in N. Y., Cott Beverages, 
through General Outdoor Advertis- 


advertising-sales 


ing Corporation, installed in Long 
Island the first animated black light 
sign in the east. 


Dad’s Adds More Bottlers; 
104 Signed In Year 


Dad’s Root Beer Company, Chi- 
cago, has announced the signing of 
seven new franchises for the bot- 
tling of Dad’s Old Fashioned Root 
Beer. The new Dad’s bottlers are: 

Seven-Up Bottling Co., Deming, 
New Mexico; Tru-Ade Bottling Co., 
Fort Worth, Texas; Grapette Bot- 
tling Co., Kingston, Ohio; B & B 





TAX FREE 


’ 9,000 FIRST PRIZE 


1,000 OTHER PRIZES, TOO! 
TRIP TO MEXICO 

WILLYS STATION WAGON 
MOTOROLA TV SETS 


e EASY EVEN FOR 
YOUNGSTERS! 


e NO LIMIT TO NUMBER OF 
ENTRIES PER CONTESTANT 


Big color-comic and daily news- 
paper ads plus radio and TV are 
promoting this most popular 
type of all contests, a jingle con- 


All the contestant has to do is 


finish this two-line jingle to 
rhyme with “four.” 
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“ALIFT FOR LIFE AT10, 2 and4 


Simple, isn’t it? It’s another out- 
test! standing merchandising event 
for Dr. Pepper bottlers; an op- 
portunity to do a real selling job 
with dealers, too! Watch it work! 


PENN has been servicing the industry with Preci- 
sion-made, brightly lithographed CROWNS for 
more than 20 years. Need delivery in o hurry? 
Need special decorations? — Stock designs? — 
Just call. We also manufacture metal screw caps 
from 18mm up to 89mm. 


SCREW CAPS & CROWNS | 








Penn Cork & Closures, Inc. 
Evergreen $-4416, 7, 8 and 9 


1155 Manhattan Ave., Brooklyn, W. Y 








Bottling Co., Port Angeles, Wash- 
ington; Sunset Bottling Co., Seattle, 
Washington; Rex Bottling Co., Vis- 
alia, California; and Wabeno Bot- 
tling Works, Wabeno, Wisconsin. 

The seven new franchise opera- 
tions bring to 104 the total number 
of bottlers added by Dad’s during 
the past 12-month period. 

Mark Maxwell, 
manager of Dad’s Root Beer Com- 


national sales 
pany, reported that the intensive 
drive for the addition of franchise 
bottlers throughout the United 
States is continuing 

A unique and unusual mail cam- 
paign begun by the company is in- 
bottlers with 
bottles per 


tended to acquaint 
“we guarantee you 6 
capita minimum in your first year 
of operation with Dad’s plan!” 
Mr. Maxwell also said that in the 


past six years, Dad’s has added over 


200 franchise bottlers from coast to- 


coast 


WHISTLE TV SHOW ATTRACTS KIDS 


Pointed primarily at a juvenile audience is the “Whistle Merry-Go- 
Round.” half-hour television show recently launched by Whistle & Vess 
Beverages, Inc., St. Louis. One of the program's best commercials is this 
scene showing youngsters in the audience “wetting their Whistles.” 





St. Louis Boosters Extend 
Invitation 


The St. (Mo.) Bottlers 
Booster Club recently extended “a 


Louis 


cordial welcome to all bottlers or 
supplymen to pay us a visit any- 
time.”’ The invitation was extended 


through the Club’s president, Ol- 
iver Hickel of the Warner-Jenkin- 
son Extract and Color Company. 
The organization holds a lunch- 
eon meeting on the fourth Thurs- 
day of each month at twelve noon 


at 1808 Biddle Street, St. Louis. 








HALLOWELL 


HEAVY-DUTY 


TRUCKS 
FOR 


TOUGH JOBS 


Tough jobs are easy with these sturdy, 2-wheel HALLOWELL 
Trucks. All-welded, all-steel construction minimizes weight 
(heavier model #738 weighs only 50 Ibs.), cuts main- 
tenance costs, lengthens truck life. Ribbed, angle-form 
steel nose carries heavier pay loads without bending, 
reinforces “UNI-TRUK" at point of severest stress. Two 
popular models: #738 with 8'' wheels and braced legs; 


#734 with 6" wheels, no legs. 


All half-depth cases 
are furnished with 
DOVETAILED center 
partitions. ee 


Standard 
replacement 


parts 


! 


LONG LIFE 
means 


“LOW COST 


Write for Bulletin 718-2. 


MATERIALS HANDLING EQUIPMENT 


SPS STANDARD PRESSED STEEL CO. 
JENKINTOWN Si, PENNSYLVANIA 
96 








e0XE9. 


~~ GIDEON 


MISSOURI 
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TANDEM fits in perfectly with the needs of the 
modern bottling plant 


... because Tandem is the World's finest 
Labeler for applying clean, smooth, superbly 
neat body labels, shoulder labels, body-and- 
neck labels, or body, neck labels and foil 


... because Tandem gives you a choice of 
2-Unit, 3-Unit, 4-Unit (illustrated) and 5-Unit 
combinations to fit production requirements 
from 75 to 350 and more per minute 


... because Tandem and only Tandem, assures 
continuous maintenance of full production 
even when one labeling unit is shut down; this 
capacity to sustain full production is built into 
each Tandem Unit. 


Get the whole story on why Tandem’s precision 
and proved production performance does the 
World's best labeling job in famous-name plants 
from coast to coast. Write for your copy of the 
latest Tandem Labeler Bulletin. 








Service Costs 


ower Your 
. ye Manpower 


Conser 
and with 











Only the Spacarb Cup 
dispenser holds the 
equivalent of 


101 CASES 
on one filling of 
Syrup with its 
1,000 Cup, 20 gallon 
Syrup Capacities ! 


PLUS 


4-Flavors 
Mix-A-Drink all standard 
Select-O-Carb equipment 
(Dual Carbonation) 
IT’S THE IDEAL MACHINE FOR 
ALL VOLUME LOCATIONS 


Avoids “sold-outs” during 
your peak periods 


16 COMBINATIONS FROM | MACHINE 


HOT DRINKS ® COLD DRINKS ® CARBONATED DRINKS 
NON-CARBONATED DRINKS 





SPACARB, INC 

375 Fairfield Avenve 
Stamford, Conn 

d me further 


he Spacorb ; 
information on the ° ' Write, wire or phone today for further details. 


| Please sen 
0 po A-Drink (Model eon b National Financing 
Is of the Spocor 
Send full deta: 


ee “SPACARB. Inc. 


ADDRESS 
city & STATE ' America’s Oldest Manufacturer of Automatic Beverage Dispensers 


375 FAIRFIELD AVENUE * STAMFORD, CONN. 
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Pay Off" 








ante MTS ERIN 


BOTTLERS OF CARBONATED BEVERAGES 


Tana 


a May 11, 1951 __ 
Me A. . Noling, 

Hurty-Peck & Company, 

Indianapolis, Inde 


WLIO: 


Layette fe) 


faerie 


Dear Mr. Noling: 


The new "special le!” flavor you developed for us early 
this year is turning out to be notter than & fire-cracker and considerably 
better than we dreamed would be possible. You probably have already noticed 
how our flavor orders have been growing in sizee 


WPT 
WATS et 























‘oy 


When your salesman, us GS, was in our plant several months ago 
and discussed with us the possibility of developing & custom-made 

with certain characteristics which he felt would appeal to the trade in this 
section, we had no idea f flavor makere could come up with the 


perfect flavor so quicke 


I think maybe I have told you before that your salesman is the only one 
who calls on us that has the run of the plant whenever he comes to town, 
that's because he gives us not only good advice put practical assistancee 

In this case, he took off his coat, got out his traveling lab and before long 
had some potent suggestions for the new drink. Of course you picked up fron 
there and finished the job in short order with the skill and know-how that 
could only come from Hurty-Pecke I think you already know how strongly we 
are sold on your company anyway, because of all the help you have given us 
from time to times 


nw as, which we are calling aR me been 
on the market here now for 9 weekSe While we were satisfied the flavor was 
right, we knew that the true test wo 3 when it was put in the hands 
of the public. We wanted to give it & thorough trial before we advised you 
whether it was a go OF note Hence the delay in answering your letter of 
April 16th. 


We have done a lot of sampling work out in the trade and practically 
everyone says we have the best qu they have ever tasted. We appreciate 
knowing that you will not sell this "special blend™ to anyone else. At the 
present time it looks like the flavor will be such a success that we plan on 
offering it on 4 franchise basis to other bottlerse 


Thanks again for al). your assistance 
‘ a ’ 


Sincerely yours, 
i: eee wa CO. 


SJetcveledstateletetete 
PLD Ts EO TOS hr 


Makers of Quality ‘Su re 
perb” Flavo 
INDIANAPOLIS 7, IND. SANTA ANA CALIF 


out atentatetetnte® 
otod +4 
iti EAA Aa Ata ae 
6 


QEXIOHCOSOLOT — 
SORLOREOOE OS OSES #3 
TONAL PTA eae 


*ae ekeney - = 6 7 eee Se ee 
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STAINLESS | NICKEL . 
coos 4 '@) a S E wN ALLOY | Popular... Fast Selling SMOOTH 


re New Yorker Ginger Ale | J0-JO and 
Picompan ntl VALVES FILTERS No better product . . no higher SWANEE 


value. Universally enjoyed. Franchises 
open in some areas Chocolate 
FAMOUS MONARCH NAMES Rich . delicious 
Cascade @ Escort highly satisfying. Add 
Esquire @ Mingo them to your line. 


Town Hall @ Old Harvest 
ss : BOB'S-COLA CO.., 
POPULAR SWANEE FLAVORS INC. 


Orange @ Lemon P.O. Box 68, Station A 
Grape @ Lime Atlanta, Ga. 
Cream Soda @ Strawberry 











For further information write 
FITTINGS TUBING 
MONARCH MFG. CO. 
L. C. THOMSEN & SONS, INC., KENOSHA, WIS. P.O. Box 68, Station A Atlanta, Ga. 


Sanitary Equipment for the Processing Industries 











Adequate Supply of Wood Cases omy. Despite anticipated increase I. S. Hilton 
Foreseen by Manufacturers in demand for the 


industry’s prod- I 
Information developed at the Na- ; 


S. Hilton, a commission rep- 
ucts by defense agencies, Associa- ; ee : i 
tional Wooden Box Association’s tints President 1: Ti, Pein, Portiond resentative of the Glass and Clos- 
52nd Annual Meeting in Washing- 
ton, D. C., June 14-15, indicates the 


wooden box industry will meet de- 


Oregon, pledged the industry’s sup- ure Division of the Armstrong Cork 
port in maintaining a strong civil- Co., serving crown accounts in the 
ian economy. Philadelphia district, died May 27. 
fense and essential container needs 








within limits of present production 
capacity, barring future demands 
beyond anticipated limits 
Several factors will contribute to 
the production increase possible un- 
der industry’s present plant capac- 
ity. Firstly, the lumber supply situ- 
ation will ease due to working out 
of seasonal production problems. 
Secondly, decreased apple box pro- 
duction in the Pacific Northwest 
area will release feetage for other 
types of wooden containers, such as 
beverage cases 
It was estimated that less than 25 HERE COMES SEVEN-UP 
A colorful Seven-Up float trailed along behind G. H. Poindexter, sales- 
manager of the Seven-Up Bottling Co. of Winston-Salem, N. C., during 
to DO ratings and, therefore, that the recent Lions Club Convention parade held in that city. Poindexter 
the industry’s output is still largely drove an Indian Motor Scooter laden with Seven-Up. The “doll family” 
on the float is enjoying the “Fresh-up” drink. 


per cent of current output of indus- 


trial wooden containers is subject 


designed to serve the civilian econ- 








| Tae hid Mild ivy 


INVESTIGATE 
FRUIT FLAVORS | = 
° Nifty PINEAPPLE (1-16) 
° Nifty BLACK CHERRY (4 oz.) | 
° Nifty BLACK RASPBERRY (4 07.) | 


Salient Flavoring Corp. | Wot 4M uy. ji i 


| 45 SUFFOLK STREET NEW YORK 2, N. Y. Mi oe vol 
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You could not select a better combination to 
bottle. 


Let us give you the complete details. A card, 
wire or call will bring a qualified representa- 
tive to your plant. 








iM om 


NATION FLAVOR AND CO 
2 FLUID O 


The NATIONAL GRAPICO COMPANY 


515-17 TENTH STREET NORTH BIRMINGHAM, ALABAMA 
PHONES: 4-4671 & 4-4672 












































STRAWBERRY 
CREME 


(A Blend of Natural Flavors) 


Our “knack” in making delicious Strawberry- 
Creme Concentrate, is your boost in soda 
sales. Strawberry-Creme, a new flavor with 
real appeal, adds another P&S profit-maker 
to your soda line. 


Strawberry-Creme, made with all the know- 
how and experience of P&S flavor mastery, 
makes taste buds come alive with its refresh- 
ing and tempting goodness. 


Let Strawberry-Creme win new friends for 
you this season . . . and the rest of the year 
as well. Try Strawberry-Creme . . . the new 
soda sensation! 


POLAK & SCHWARZ, INC. 


667 Washington St., New York 14, N. Y. 


Midwestern Office: 173 W. Madison Street, Chicago 2, Ill. 


Representatives: Milwaukee - Los Angeles 
Canadian Office: Box 39, Station "A", Toronto, Ont., Canada 
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TALK OF THE TRADE... 


(Continued on page 6) 





time in the forseeable future that this type of package 
will be offered to franchised bottlers.” 

Leonard M. Green, Dr. Pepper president, declared : 
“The one-way bottle meets the needs of present-day 
marketing conditions. The larger bottles, which will be 
thrown away after use, eliminate a great deal of han- 
dling for the merchandiser and the buyer. It means 
less time for retailing workers. It is convenient and 
attractive for the buyer.” 

Since the Indianapolis territory is not at present 
under franchise to a Dr. Pepper bottler, production on 
the new package is being handled on a contract basis 


with a local independent bottler. 


In conjunction with the introduction of the new 
package which is being distributed through chain store 
warehouses, Dr. Pepper has moved a crew of fountain 
sales representatives into the area to help boost con- 
sumer demand. These men are calling on jobbers and 
fountain operators to present—and sell—the company’s 


program on the placement of fountain dispensers. 


tesults of the test to date are far from conclusive, 
although W. W. Clements, General Sales Manager, 
stated: “It now appears to be a most promising and 


worthwhile experiment.” 


Soft Drink Sales In Theaters 
Hit $44,000,000 


Theater patrons last year (1950) spent $44,000,000 
on soft drinks in their favorite movie houses, accord- 
ing toa survey by “Bo.offiice” and “Modern Theater.” 


Other important data revealed: 


1. Total theater sales of beverages, candy, cigar- 
ettes, etc., through vending machines and concession 


stands reached $403 million in 1950. 


2. Soft drinks were the third leading sellers, topped 
by popcorn ($194 million) and candy ($135 million). 
Theater patrons also spent $16 million on ice cream 
products, $10 million on other foods, and $41 million 
on cigarettes. 


3. Of 100 movie patrons, 63 buy candy, popcorn, 
soft drinks or other foods before or during the show. 
Average sales of refreshments per theater ticket is 
9.5c. For every theater dollar taken in, the refreshment 
stand grosses an additional 38c. These figures apply 
to more than 90°, of the estimated 22,000 motion 
picture theaters in the country—about 19,500 indoor 


theaters and 2,500 drive-ins 
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widest in the soft drink industry! 


Margin: The markup between selling price and cost of 
White Rock ts greater than for any other franchised 
beverage. And White Rock helps you maintain this 
spread 


, a "e : 

Know-how: White Rock's 3 top officers combine 
more than 60 years’ expe rience in the beverage in- 
dustry . they know that the Jottler must make a 


pr fic frst! 


12 Beverage Choices: In addition to White Rock 
Pale Dry Ginger Ale and Sparkling Water, White 
Rock bottlers have the optional choice of the fol- 
lowing White Rock flavors Black Raspberry, 
Black Cherry, Lemon ‘n’ Lime, Orange, Saz-Rock, 
Cola, Root Beer, Golden Ginger Ale, Tom Collins 


Mixer, White Soda. 


Advertising Support: White Rock consistently sup- 
ports its bottlers — with hard-hitting full-color ads 
in LIFE magazine, plus local TV, radio and news- 


' 


pape r coverage. 


Selectivity: White Rock franchised bottlers are 
chosen from solid and experienced operators who 
have realized the value of adding White Rock 
Ginger Ale and Sparkling Water to their line. Perhaps 
you are the type of bottler who could profit from an 


exclusive White Rock franchise. 


Look Like a Good Deal? For details that make it 


even better ust phone, write, or wire: Alfred Y 
Morgan, President, White Rock Corporation, One 
Park Avenue, New York 16, N. Y. 


MUrray Hill 4-3210. 


Telephone 


Move = White Rock in 1951 
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UNLOADING 


When the truck backs up to the dock, run the 
Telescopic Boom out to a convenient position to unload 
cases. The conveyor will carry empties back into the 
building. As unloading progresses extend the 

end of the Boom into truck as required. 


‘LOADING 
_ First extend the Boom into the truck, thus carrying fulls to 


jaccomplished by == = 
Ti a Gs 


S es aa po 








4 


lopic ils 
e |bui ing ino 











ee ALVEY i 


ALVEY CONVEYOR MFG. CO. 


9293 Olive Street Road . St. Lovis 24, Missouri 
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THAT LL IT 


joe 


IT’S WHAT 
MAKES A 
GOOD FLAVOR 


TASTE BETTER Ss 





No mystery here. Better flavor 


fay ; sells a carbonated beverage 
+ ; : faster. And bottlers have proved 


that Merck Citric Acid brings 


out the flavor of a good beverage 


f 0, —— &F ty —makes a good flavor taste better. 


¢ (eenequenies maenetenet ' Other Merck Products 
te he ceteretet . . { For The Bottler: 


Lactic Acid Mineral Salts 
Phosphoric Acid 
Sodium Citrate 
Sodium Benzoate 





Tartaric Acid 


MERCK CITRIC ACID 


““CONFECTIONER’S GRANULAR” 





MERCK & CO., INC 
Manufacturing Chemists 


RAHWAY, NEW 4$Gceaesev 
In Canada: MERCK & CO. Limited— Montreal 
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Materials Handling Equipment, Methods 


Exhibited At Big Show 


Fork-lift 
tems, 


trucks, 
automatic 


conveyor 
pallet 
portable-and-automatic 


sys- 
loading 
equipment, 
sugar dumpers, and other modern 
materials handling devices and 
methods gaining wider use in the 
beverage industry were shown re- 
cently at the National Materials 
Handling Exposition in Chicago to 
more than 20,000 industrialists, in- 
cliding numerous bottlers. 

Among the most interesting de- 
velopments: 

Towmotor Corp., Cleveland, un- 
veiled its 1951 line of fork-lift 
trucks, including the new Model 
480-P with pneu- 
matic which 
equip it for outside or inside use. 

Yale & Towne Mfg. Co., Phila- 
delphia, completely- 


load-cushioning 


tires on all wheels 


introduced a 
redesigned line of light capacity 
fork-lift trucks, available 
in capacities up to 2,000 pounds. 


electric 


Lamson Corp., Syracuse, N. Y., 
a new automatic pallet 
loader for 36”-wide pallets—of par- 
ticular use in the soft drink indus- 
try 


announced 


Rapids-Standard Co., Inc., Grand 
Rapids, Mich., displayed a unique 
“Guided Pallet” system 
(made up of standard-size gravity 
and power conveyor units that bolt 
together like an erector set). 


conveyor 


Hyster Co., Portland, Ore., showed 
its complete line of Salisbury tur- 


ret trucks, designed for horizontal 


Yale & Towne used this display 
to show the advance in materials 
handling equipment design over 
the past 64 years. 





106 


Forkless pallets, designed to save 
both vertical and horizontal stor- 
age space, are handled by spe- 
cial hooks on this Automatic 
Transportation Co. industrial 
truck. 





movement of materials rather than 
~ tiering or stacking. 

Clark Equipment Co., Battle 
Creek, Mich., debuted a new pow- 
ered hand truck line, as well as its 
fork-lift trucks. 

Automatic Transportation Co. ex- 
hibited several new innovations, in- 
cluding a sideloading fork-lift truck 
that operates in aisles -under six 
feet wide, and a sideshifting device 
for lift trucks that permits move- 
ment of a load several inches to 
either the right or left while the 
truck is stationary. 

Baker Industrial Truck Div., 
Cleveland, introduced a “dynamic 
braking” feature on its fork-lift 
trucks, which allows the unit to 
descend at an automatically con- 
trolled speed. 

Scores of other materials hand- 
ling equipment makers serving the 
soft drink industry displayed their 
wares at the show. 


Potter & Rayfield Producing 
New Caustic Mixing Tank 


Manufacturing rights on 
caustic mixing tank for 
charging bottle washers, designed 
by O. D. Clack, maintenance super- 
intendent for the Coca-Cola Bot- 
tling Co. of Atlanta, Ga., have been 
turned over to Potter & Rayfield, 
Inc., also of Atlanta. 

According to A. C. Cross, of Pot- 


a new 


ter & Rayfield, the new Caustic 
Mixing Tank saves time and mate- 
rial, and in addition, eliminates 
the grave danger of burning and 
scalding that is always present with 
hand mixing. 

Occupying a small amount of 
floor space, the unit can be made 
mobile, and can be 
used on any type of bottle washer. 
The simply dumps the 
caustic in the tank, turns on the 
water and starts the pump. After 
the water and the caustic are mixed, 
the mixture is pumped into the 
bottle washer tanks. 

Great realized on 
caustic with this mixing method. It 
gives complete use of the caustic 
since all of it is dissolved. No set- 
tlements are left in the bottle 
washer tanks. 

The Caustic Mixing Tank has a 
glass gauge on the outside for de- 
termining the amount being mixed. 
This, together with the lid on the 
Mixing Tank, eliminates dangerous 
fumes. In plants where space is at 
a premium, the Caustic Mixing 
Tank may also’ be used advantage- 
ously. The mixing can be done on 
the outside or in another room; 
then the unit is rolled right up to 
the bottle washer and returned out- 
side when not in use. 


stationery or 


operator 


savings are 


The Caustic Mixing Tank was 
tested in five Coca-Cola plants be- 
fore being placed on the market, 
and results were said to be out- 


standing. For further data, write 
Potter & Rayfield, Inc., 1570 North- 
side Drive, Atlanta, Ga. 


Potter & Rayfield’s new Caustic Mix- 
ing Tank saves material and time, 
and eliminates possibility of scald- 
ing or burning. 
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Diamond Head looks down as 
refreshment flavors recreation 


Where the blue Pacific caresses Waikiki 
... Where holiday enchantment vies 
with workaday reality, Coca-Cola reminds the state-side visitor of 
home . . . affords the islander an added fillip to his celebrated hospitality. 
And naturally so.—For Coca-Cola delights 
‘the knowing everywhere who like to flavor work 


or play with pure, wholesome refreshment. 
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CALIFORNIA 
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FOUNTAIN DISPENSERS 
OFFERED BY NESBITT’S 


Nesbitt Fruit Products, Inc., cur- 
rently is offering six attractive 
dispensers to the national foun- 
tain trade, vice-president N. C. 
Nelsen reports. There are: Nes- 
bitt's Multiplex. Kool-Aire, Pre- 
mix, Multiplex Continuous Flow. 
Jet Spray (shown above), and the 
Measurite. Because of supply un- 
certainties, the special fountain 
offers are for a limited time only. 





New Compact Pump 

Eco Engineering Com- 
pany, 12 New York Ave., Newark, 
New Jersey, has announced a new 


addition to its line of pumps. The 
new model, to be known as the M-3, 
is the smallest and most compact 
unit the company has designed to 
date, with an overall length of only 
3 9/16 inches. For its weight and 
size, the M-3 delivers more liquid 
than any other type of pumping 
equipment, the firm claims. Its com- 
pact size permits it to fit in cabinets 
where only limited space is avail- 
able. The pump is available with 
or without flange-mounted motor. 


Kisco Announces New 
Line of Water Softeners 


Kisco Boiler & Engineer- 
ing Company, 2414 DeKalb Street, 
St. Louis, Missouri, manufacturers 
of boiler room, heating and venti- 
lating equipment, has announced a 
new, improved line of “‘Abso-Soft” 
Water Softeners. The new line pro- 
vides a type and size from 30,000 
to 3,000,000 grain capacity for every 
water softening need in any plant. 

Triple-Action Super-X Zeolite, an 
extremely high capacity resinous 
mineral, is used in the Water Soft- 
eners to soften, filter out sediment 
and impurities, and remove iron. 


An attractive catalog folder, 
above gives complete data and speci- 
cations on the new models. It will be 
mailed without cost or 
to interested bottlers. 

In addition, Kisco maintains a 
laboratory and offers free scientific 
water analysis by qualified chem- 
ists, to determine the correct size 
and type of water softener needed. 


obligation 


Construction Started On New 
Poiak & Schwarz Flavor Plant 
Officers and other mem- 


Oe 





WILL, 


Now is the time to buy SON'S 


that Water Polisher! 


Filpaco 


Improved taste and appear- 
ance of your beverage 
means increased sales! 





























ACID PROOF CARAMEL 
FOAMING TYPE CARAMEL 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Samples on Request 


D. D. WILLIAMSON & CO., Inc. 


$.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y. 
1901 PAYNE STREET, LOUISVILLE, KY 





Capacity for water at 25 
Ibs. pressure is more than 
300 gal. for the first hour. 
Uses inexpensive filter pa- 
per or cloth. 





Other “Filpaco” Products for 
the Beverage Plant: Filter 
Presses, Stainless Steel Tanks, 
Transfer Pumps, Conveyors, 
Filter Paper, Filter Cloth. 




















WRITE TODAY! 


FILPACO INDUSTRIES 
The FILTER PAPER CO. 


2414 S. Michigan Ave. 








Chicago 16, Ill. 





National Bottlers’ Gazette 





bers of Polak & Schwarz, Inc., N. 
Y. C., recently gathered together 
to perform the ceremony of break- 
ing ground for their new flavor 
plant in Teterboro, N. J. When com- 
pleted, the new building will re- 
place the firm’s present manufac- 
turing facilities in Guttenberg, 
N. J. 

The gathering was addressed by 
Louis Davids, Executive Vice-Pres- 
ident, who briefly reviewed the 
events leading up to the occasion. 
Other officers attending were Ben- 
jamin d’Ancona, Clifford Jackson 
and Mr. Charles Fricke. Among the 
distinguished guests were Miss 
Vera D. Baum, Mayor of Teterboro; 
Mrs. Elly Schwarz, widow of the 


~ wt 


Polak & Schwarz officials are shown breaking ground for the company’s 
new flavor plant in Teterboro, N. J. 





late Samuel Schwarz; her son, Paul, 
here on a visit from the Far East; 
and Mrs. Kathryn Wynmalen, 
widow of the recently deceased 
John Wynmalen, former President 
and late Chairman of the Board of 
P & S, New York. 

Mrs. Schwarz and Mrs. Wynma- 
len were requested to perform the 
ceremony of breaking the ground 


Liquid Carbonic Appoints 
New Ad Agency 

O The Liquid Carbonic Cor- 
poration has appointed Fletcher D. 
Richards, Inc., Chicago, to handle 
its advertising and sales promotion 
on all products. George T. Jahnke, 
who recently resigned from Glenn, 
Jordan, Stoetzel, Inc., to join the 
Richards organization, is the ac- 


Infileo Starts Construction 
Of New Headquarters 


Having moved executive, 
engineering and sales offices to Tuc- 
son, Arizona, last September, In- 
filco Incorporated, prominent manu- 
facturer of water conditioning 
equipment, have started construc- 
tion of a new headquarters build- 
ing. The new building will occupy 





in their late husbands’ honor. count executive. 72 acres, comprise 36,000 square 








Ir YOU CAN FIND ONE BETTER... 
SHIP OURS BACK! 


SPARK-OLA 


more cases per man per day with 


BURNS MASTERLINE FILLERS 


Write and let us tell you how you can pay for your 
BURNS equipment out of the savings it makes... . 





A 16-to-1 
Cola Base 











40 years of testing and experimenting have been devoted 
to make SPARK-OLA Base perfect. That's why we say— 
"If you can find a better cola base, ship ours back". 





One gallon of SPARK-OLA costs you $8.00. With 90 
Ibs. of sugar and 8 gallons of water, you get 16 gallons of 
bottling syrup, enough to make 81! cases (24 6-oz. bottles). 


We recommend 3!/2° volume carbonation—we guarantee 
that you'll have a cola drink that will not precipitate, ferment 


or develop any off-taste. 


ine : \ > 
If you do not have your copy of the 
new Burns Catalog write for it today. 
It is your guide to increased profits. 

a > 


If you want convincing—we'll send you an 8-oz. bottle of 
bottling syrup free, so you can sell yourself on the taste and 
quality of SPARK-OLA. 


We also manufacture a new beverage 
base named “TEE-BERY", which makes a most 
delicious, amber-colored drink to boost your 
Spring and S$ busi Same c tra- 
tion and price as our cola. 





Write for Samples of SPARK-OLA and TEE-BERY. 


GREGG LOEPPER MFG. COMPANY 


4619 Clinton Hy, N.W. 


BURNS BOTTLING MACHINE WORKS, INC. 
Established 1919 
BALTIMORE 18, MARYLAND 


Knoxville, Tenn. 
2229 KIRK AVE. 
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We've Still Got ‘Em . . . Bottlers Duplicate and Triplicate 

SALES BOO K IMPRINTED WITH YOUR NAME c 
AND NUMBERED — As Low As Each 

Order Now! 70-90 Day Deliveries . . . While Paper Stocks Last! 


Designed exclusively for bottlers. Time saving. Efficient. Your name imprinted in heading. Your products listed 
in body of form. Available with consecutive numbering if desired. 


Made of fine quality bond or poster paper with heavy-duty binding for rough handling. Long life carbons 
give clear, legible copies. 


Send a sample set for free quotation, or write for price list. 


Hational BUSINESS FORMS CO. 3 w. Jackson Bivd. : Chicago 4, tl. 














feet of floor space, house over 200 may be used indoors or out as trade- 

employees and cost more than $400,- mark, actual product reproduction, 

000. or clever-use  point-of-purchase 

Upon completion, the chemical signs. 

laboratories will be brought out 1 A 

from Chicago to join the other divi- Buckner Equipment to Handle 

sions and will occupy its own spe- Keenline Machinery Exports 

cially designed laboratory. Manu- 1) Buckner Equipment Co., 

facturing and certain phases of Chicago, has been appointed ex- 

engineering will remain in the Chi- clusive export distributors for 

cago plant at 325 West 25th Place, Keenline Beverage Equipment. 

the location which Infilco has occu- The Keenline machinery line in- 

pied for over fifty years. cludes beverage mixers; rotary ac- 

cumulating tables; stationary ac- 

cumulating tables; bottle convey- 

ors; 90 degree curves; and inspec- 
An entirely new type of tion lights. 

re-usable, indestructible plastic de- P . . - , 

cal has been developed by The Ad- Oakite Establishes Special Award 


New Plastic Decal Is Reusable, 
Indestructible 


: ‘ ee y ; Service 
Stik Company of Pittsburgh, Pa For Industry $ 
a NEW FORK-LIFT UNIT rm . : 
It adheres to any smooth surface . an uo (8 a John A. Carter, President 
ane P sla ee : ewis-Shepard’s atertown, Mass. i Oebtie Te re . / ai 
uch as glass, polished wood, ase tba tak, Ge “Seeniies of akite Products, Inc., manufac 
leather, enamel, metal, porcelain ter 61,” is designed for limited space turers of industrial cleaning and 
and smooth-finished plastics with- areas. It will carry and high-stack related materials, has announced 
aiies ae i Ratiiat loads up to 4,000 lbs., 32” long, or the estabiintesent tx the C dans 
out adhesive or tape. It leaves no 3,000 Ibs., 48” long. Pallets 40” long % estab ” ment D} € ite an 
marks or stains. can be right angle stacked in a 10’ of the David C. Ball Award for Dis- 
The product is being made in all aisle; this includes the recommended tinguished Service, a bronze plaque 
. clearance for speedy. safe operation. 
sizes, fancy shapes and die-cut pat- to be presented annually to the 
terns in any colors. Easily and member of the Oakite technical field 
speedily it may be quickly removed frigid temperatures, including use organization who has rendered the 
and re-used endlessly. within freezer units where there is most outstanding service to indus- 
Ad-Stik also withstands abnor- condensation of moisture. It is try during the year. 








mal and intense heat as well as color-fast and abrasion-proof, and The award is designed to per- 





NIAGARA BOTTLE WASHER... 


“Custombilt’”’ e » « can handle any size bot- Pr leormeneoer) 


tle from 4 ounce to 5 gallon! Widely used by bottling 
plants, food companies, mineral water, fruit juice, 
bleach and wine bottlers. 





e Available in several capacities and sizes. 
Expertly designed and engineered. No jets to clog, solution 
renovator filters solution water every few minutes and dis- 
charges contamination. Two compartment; makes its own 
rinse pressure; saves water. Completely welded, no castings, no breakage. 


e Write for complete details. 


NIAGARA BOTTLE wales MFG. CO. 


225-27 FIRST STREET - TOLEDO 5, OHIO 
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1300 W. DIVISION ST., CHICAGO 272, ILL 


petuate the memory of David Clif- 
ton Ball, pioneer in industrial clean- 
ing procedures, founder of the Com- 
pany and Chairman of its Board 
of Directors at the time of his death 
in March of this year. 


New Lamson Film Describes 
Conveyor Applications 

How a conveyor installa- 
tion in a bottling plant speeds and 
reduces the cost of materials 
handling is shown in a new 2-reel 
talkie film, “Convevors That Pay 
Dividends”. The movie covers con- 
veyor applications in 
temporary 


receiving, 
production, 
warehouse storage, and shipping 
operations. Interested groups can 
arrange to procure the film by writ- 
ing to J. S. McCullough, Sales Pro- 
motion Manager, Lamson Corp., 
Syracuse, N. Y 


storage, 


Ultra-Violet Sterilizer Purifies 
Contaminated Water 

automatic, 
ultra-violet 
water sterilizer is said by its maker, 
Sepco Corp., of Pottstown, Pa., to 
solve the problem of 


An_ entirely 
electrically-operated 


supplying 


It Costs No More to Use... Our 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 
it is brilliantly clear, free flowing, and exceptionally strong. 


You take no chances when you take advantage of our experience and 


service. You are assured of quality and depbndable performance, 


backed by 70 years devoted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


TIMELY PREMIUM 


Identification tags. similar to 
“dog tags” supplied military per- 
sonnel, are now available at 
nominal cost from Identification 
Div., Bottle Scope Mig. Co., Lands- 
downe 1, Pa. Bottlers may use 
the tags as a timely premium, 
particularly to school children. 
Bottle Scope also makes inspec- 
tion lights. 








100¢; pure drinking water, wher- 
ever water must be obtained from 
a well, spring or other unprotected 
source. 

Known as the Sepco Ultra-Violet 
Water Sterilizer, the device meets 
public health standards for pure 


¢ 41-11 29th ST., LONGISLAND CITY 1, N.Y 


drinking water. It requires no at- 
tention, uses no chemicals and adds 
no taste or odor to the water. 

Basically, the Sterilizer consists 
of a stainless: steel tank 71” high 
by 12” in diameter. Inside are four 
specially-constructed ultra-violet 
ray tubes extending vertically 
through the water. Patented baffles 
at various levels guide the incoming 
water close to the constantly glow- 
ing tubes. It purifies water at the 
rate of 400 gallons an hour. 


Grape Added to Salient 
Fruit-Flavor Line 

Harry Jackness, Secre- 
tary-Treasurer of the Salient Flav- 
oring Corporation, 51 Suffolk 
Street, New York City, has an- 
nounced the addition of Grape to 
the Nifty Fruit-Flavor-Family. 

A 2-o0z. product, Nifty Grape, is 
said to contain a very high percent- 
age of pure juice from Concord 
Grapes. ' 

The product also contains some 
artificial flavoring and _ coloring 
which are perfectly blended with 
the juice base. Bottlers are invited 
to write for samples. 





"S 
Four sizes in each 
model... capacity 


} range from 5 to 50 
cases, here is the an- 


Above Model 
C-420, Ou Pont 
Dulux Baked Enamel ~ 
Finish, Stainless Steel Top 
Rail and Slide-Type Lids, Ad- 
justable Divider Grills ‘'C"’ 
Models Dry Operated 

3 Sizes—4, 5 & 6 Ft 


swer for fast, low-cost, 
trouble-free cooling... 
Write for literature 
and complete details. 


Model DB-2 


The BEVCO Company, Tne. ieee SuSitin wan 


Equipment *'DB'' Models .. . 7 


,3316—28 S. Broadway « St. Louis 18, Mo. Sos"Is"n""" * Ste—*: & 


CHOICE OF THE TRADE IS THE “BEVCO-MAID” 
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‘ ° Stainless ° 
He / iors Multiplex “sver* Dispensers 
For BARS and TAVERNS 


Thirst Quenchers are | | Fresh Carbonated Drinks 
t COLA 

your Profit Makers! Bo 

ebee ren GINGER ALE 

SELTZER 


HI-Y-Ee— De 1/10. Cream z. Imita- 
tion 2 oz. (witt f r 4 ot. True Fruit herry @ 
@ Raspberry @ Strawberry 
Ask about our line of Certified Food Colors 
Full Line of Soda Water Flavors. 


F 


SPEEDS SERVICE 


Write for Samples and Prices. 


4, 


A 


bY 
71 W.20th St. B 


THE GINGER HOUSE" 


Bevco Reports New Acquisition, 
Appointment of Sales Agents 


The Bevco Company, St. 
Louis, manufacturers of electric 
beverage coolers and coin controlled 
vending machines, recently an- 
nounced the purchase of the refrig- 
eration division of the Export Pack- 
ing Company of St. Louis. 

The company also reported the 
appointment of two additional Dis- 
trict Representatives. They are: 

The George M. O'Neil Co., Inc., 
of New York City, to supervise Bev- 
co sales effort in the New England 
States and New York. 

Jess W. Brewbaker of Roanoke, 
Virginia, to be District Sales Man- 
ager in Virginia, West Virginia, 
Maryland, Delaware and Washing- 
ton, D.C 


0)-So Grape, Dr. Swett’s 

Increase Employee Benefits 
The O-So Grape Company 

and Dr. Swett’s Root Beer Com- 

pany, Chicago, producers of flavor 

concentrates, have announced a re- 


cent increase in employee benefits 


rolls... folds in any direction! 


M £, 


MULTIPLEX FAUCET COMPANY 


4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


INCREASES PROFITS 
ELIMINATES BOTTLES 
Write for Folder and Prices 








of B ge Disp s for 45 Years 











SALES HAPPY 


Leo Kanner, left: NTG, grand old- 
timer of show business; and Abe 
Kanner, right, president of Wil- 
shire Club Creme-O-Coco, Inc., 
talk over the success of CREME- 
O-COCO merchandising on tele- 
vision. The Kanners are telling 
NTG that “Hollywood Road to 
Fame” with NTG, deserves the 
credit for building sales of their 
new, carbonated chocolate drink 
— CREME-0-COCO — (Oops — we 
called the drink, CREME-O-COLA. 


in a recent issue). 








under the Companies’ Group insur- 
ance plan. In addition to the present 


hospital-surgical-medical coverage, 
each employee will now obtain life 
insurance protection in the amount 
of $1,000. In announcing the 
change, R. A. Conover, President, 
stated that both companies would 
continue their practice of paying 
a major share of premium cost for 
all benefits. 


Graver Appoints New England 
Representative 


1 Graver Water Condition- 
ing Co., manufacturer of equip- 
ment for all water-treating proc- 
esses, has announced the appoint- 
ment of Flagg, Brackett & Durgin, 
Inc., as its New England represen- 
tative. 

The executives include Walter E. 
Flagg, President; W. H. Brackett, 
Treasurer; Roger G. Bloomfield, 
Vice-Presidents; E. Peter Garwood, 
and Arthur D. Durgin. The staff 
also includes specialists in boilers 
and boiler accessories. 

Headquarters of Flagg, Brackett 
& Durgin, Inc., are at 405 Park 
Square Bldg., Boston 16, Mass. 





Exceptio 

"al flexj. 
pie with fun a 
ective Walities of 


Corr 
“ Sar 
Molds" lon. 


BROMINATED VEGETABLE OILS 


HIGH AND LOW GRAVITIES 


Write Dept. 591-C 
for samples and 
literature 


MANUFACTURING CO., INC. 
591 Ferry Street, Newark 5, N. J. 
CORRUGATED PAPER PRODUCTS SINCE 1919 





For Making Ringless Cloudy Emulsions of Orange, 
Lemon, Lime, Pineapple, Etc. 





KOLA CONCENTRATE #382 
Va oz. to 1 Gal. of Syrup 
Superior Flavor 
Samples and Prices on Request 


DOMINION PRODUCTS, INC. 


10-40 44th DRIVE L. 1. CITY 1, N.Y. 

















National Bottlers’ Gazette 








How to Reduce Foaming 


Most foaming is caused by temperature differences be- 
tween carbonated water and syrup in the filler. The best 
solution to this problem is the Mojonnier Syrup Cooler, 
which cools syrup down close to water temperatures. 


Mojonnier Junior Syrup Cooler 


NO ACID 
oem -1') & 


The Mojonnier Junior Syrup Cooler is rated at 16 and 


48 gals. per hour; Senior models rated at 115 and 265 
gals. per hour. Meet all requirements of the industry. 
Fit in any type plant. Write for descriptive literature to: 


MOJONNIER BROS. CO., 4601 W. Ohio St., Chicago 44, III. 








AMAT TA 


ES Ned ES li 


Corn Products Refining Co. 


Dr. Ernest W. Reid has 
elected President of the Corn Prod- 


been 


ucts Refining Company, New York 
City. He succeeds Morris Sayre, 
who has been elected Vice-Chairman 
of the Board. Howard G. Wascher, 


who is also retiring as Executive 


il 1000000010000 Ue 


PERSONNEL CHANGES 


801 ORANGE BASE 


GETS THE 
BUSINESS! 


Order 12 gallons. Bottle one gallon. 
If not satisfied, return 11 gallons 


—Oowe es nothing. We pay all freight. 


— > SPECIAL OFFER! Try it at our risk. 


Citrus Products Co, 11 E. Hubbard St., Chicago 11 





soil MLN NET 


Dr. Reid has been Vice-President 
in charge of the Chemical and Re- 
search Division since joining the 
Company in 1943 and was elected 
1947. Immediately 
prior to his association with Corn 


a Director in 


Products, he was Deputy Director 
General of Operations at the War 
Production Board. 


dent of the National Association of 
Manufacturers in 1948. 

Howard Wascher started with the 
Cornpany in 1908. He was made a 
Director of the Company in 1940, 
elected Vice-President in charge of 
Foreign Operations in 1944, and in 
1947 
President. 


was named Executive Vice- 


Dr. Pepper Co. 

Hilton Folkes has been promoted 
to assistant secretary of the Dr. 
Pepper Company, Dallas, Tex., L. M. 
Green, president, has announced. 





Vice - President, has been elected Mr. Folkes has been with Dr. 


Pepper for twenty years, starting 


Morris Sayre started with the 
Company in 1908 and was elected 
in 1945. He was Presi- 


Chairman of the Executive Com- 


mittee. President in the accounting department. In 
1942 he was named general office 
Since that time he has 


been in charge of personnel, general 


manager. 
office administration and credits. 


General Box Co. 

N. W. Embry, President of the 
Box Company, has an- 
nounced that Alan Irwin has been 
promoted to Manager of the Detroit 
Division of the Company. 

Mr. Irwin has had a well rounded 


THE 2-OUNCE 
GRAPE COMPOUND 
DE LUXE 


Today and every day, No. 11 Grape by 

Sethness is the favorite extract of discriminating bottlers the 

world over! This superb grape base is the result of over 65 years ex- 

perience in the art of producing top-quality bottling compounds. Its extra 

rich flavor, purity, and full rich color are a million miles ahead of competition — 
bring repeat business season after season. Try No. 11 Grape Today! 





General 








Case Lots $7.00 rreicnt auowen ON 8 GALLONS 


C. 0. & W. D. SETHNESS COMPANY 


1926 SUNNYSIDE AVENUE CHICAGO 4¢, ILLINOIS 
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— FEATURING — 


MONTE CRISTO 
THESCO 


. — - Your BOTTLE in 
A Full Line of Distinctive Extracts 


bottle and label, 


elty. Contents no 


MINIATURE will boost sales and be your 


best advertisement. Made up in exact duplicate to YOUR 


they are ideal as favors to customers, visi- 


n-alcoholic. 


and Concentrates | tors, distributors and dealers. A low-priced advertising nov- 
| 


THEALL & PILE, Inc. | Write for samples 
297 Pearl St. New York 7, N. Y. | and prices of de- 
| sired quantities. 





Ww alter has been appointed Man- 
ager of the Company’s Display Di- 
vision. Mr. Walter has been Produc- 
tion Superintendent of the Display 
Division since 1947. 


York Corporation 
Stewart E. Lauer, president of 
York Corporation, York, Pa., man- 
ufacturers of air conditioning and 
{ refrigerating systems, has  an- 
nounced the election of three of the 
LAMSON APPOINTS firm’s executives to the board 
Lamson Corp., Syracuse, N. Y.. 
rae ggg By Pane tga oa John R. Hertzler, vice-president 
pointed Fred Wohlfarth as its new and general sales manager; J. Keith 
pga po hey he Louden, vice-president and assist- 
products throughout the U.S. ant to the president; and E. P. Van- 
derwicken, vice-president and treas- 

urer 


of 
directors. They are: 








experience in designing and manu- 
facturing of shipping containers. Mason and Mason, Inc. 
He joined General Box in 1940 and Mason and Mason, Inc., parent 
has since served in manufacturing company of Mason’s Old Fashioned 
and executive capacities that make Root Beer, has announced the ap- 
him familiar with practically every pointment of Gordon Vizard as Ad- 
phase of box making. vertising Manager. Mr. Vizard 
brings to Mason’s a wide experi- 
River Raisin Paper Co. ence in beverage advertising and 
Charles L. Wood, President and promotion, and is well known to 
General Manager of the River Rai- bottlers throughout the country. He 
sin Paper Company, Monroe, Mich- will be located in the Chicago office. 
igan, has announced that Clarke K. His appointment coincides with 





VANILLIN) STAR 


BILL'S sveciatty MFG. co. 


433 N. 2nd ST. MILWAUKEE, WIS. 


A. E. FORK TO DIRECT 
O-C SALES PROMOTION 
Alden E. Fork has been appointed 
Sales Promotion Manager of the 
Bottling Division of the Orange- 
Crush Co., Chicago, Executive Vice- 
President R. M. Horsey has an- 
nounced. Mr. Fork previously served 
as advertising manager. 








Mason’s plans to enter the advertis- 
ing field on an extensive basis. 
While Mason’s Root Beer has been 
on the market a comparatively 
short time, nation-wide distribution 
has already been achieved. The new 
program will emphasize television, 
radio and outdoor advertising, al- 
though many other types of adver- 
tising will be used. 

The number of cooperative local 
campaigns this year, according to 
Henry Mason, vice president of the 


The World's 


ZIMCO*LIGNIN VANILLIN U. S. P. wucron SLATIONARY 





A Natural Source Vanillin Oniginated 
and Manufactured in the United States. 


A Finer Vanillin of Exquisite Aroma. 








Consult your flavor supplier 


‘ ° 
‘ aPC. 
: SUBSIDIARY OF STERLING DRUG INC 


1450 BROADWAY, NEW YORK 18. N.Y. 


445 Lake Shore Drive, Chicago 11, TL 
FACTORY, ROTHSCHILD, WISCONSIN 











HOW IT WORKS 


BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 
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WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2800 NW. Talman Ave. 
Chicago 18, ill. 





now bottied ey over 250 bottiers with phenomenal 

(and profitable 

available in mon 
(Tom 


A. J. LEHMAN CO. 


delici 4 


real | 
° . the kind millions have 
enjoyed since childhood . . 





) sales. Write today—franchises 
territories. 

Collins Jr. franchises also available.) 
912 Sycamore St. 
Cincinnati 2, Ohio 














PROPER 
IDENTIFICATION 


F. B. Wolcott, left, is 
general manufacturing 
manager of Wyandotte 
Chemicals Corp. J. L. 
Piot. right. is Wonder 
Orange Company's new 
divisional sales repre- 
sentative. In last month's 
issue, the captions iden- 
tifying these gentlemen 
were accidentally 
switched. 





parent company, will be far greater 
than ever before, due to the com- 
pany’s new policy of cooperating on 
advertising cost. Under this pro- 
gram the parent company assumes 
the greater share of the advertis- 
ing expense. 


Gaylord Container Corp. 

The Gaylord Container Corpora- 
tion of St. Louis, Mo. has named 
G. Gordon Hertslet to head the com- 
pany’s formed Customer 
Public Relations and Advertising 
Departments, effective June 1, 1951. 

Mr. Hertslet was formerly ac- 
count executive with Oakleigh R 
French and Associates, St. Louis 


newly 


advertising agency, and is a past- 


Sales up — and still climbing. 
Time now for you to join the 
ever-growing group of bottlers 
who are profiting with NEECO.. . 
the coffee drink consumers 

prefer ever any other. 


Franchises still available 

in some areas. For information 

on the Neeco Profit Plan, 

plus generous samples, write today. 


ATLANTIC EXTRACT COMPANY 
134 FULTON ST., BOSTON, MASS. 


president of the St. Louis Advertis- 
ing Club. He served as St. Louis 
Publicity Chairman of the Third 
War Loan and the 1951 American 
Red Cross fund campaign. 





MEN 


RUST : LIME SCALE 
rue Lif 


—- 
a ied a 


Write for 
FREE Test 
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Squirt Co. 

Hugh McKellar has 
pointed assistant advertising man- 
ager of the Squirt Co., Beverly 
Hills, Calif. 
will include 


been ap- 


His new assignment 
special attention to 
point-of-purchase and merchandis 


ing materials. 








VENDO UPS WAGSTAFF 


Robert W. Wagstaff. formerly execu- 
tive assistant to the president, has 
been elected executive vice-presi- 
dent of the Vendo Co., Kansas City. 
Mo., board chairman E. F. Pierson 
has announced. Mr. Wagstaff has 
been associated with Vendo, world’s 
largest producer of vending ma- 
chine equipment, since 1945, and 
has served the firm in various exe 
cutive capacities. 





Removes 
Prevents 


MASSACHUSETT ANA NDIANA 














MATHIESON pry ice 


Get this quality Dry Ice from one of the following 
reliable, speedy-service Mathieson Warehouses: 


Atlanta, Ga. Nashville, Tenn. 
Baltimore, Md New Orleans, La. 
Birmingham, Ala. New York, N. Y. 
Charlotte, N. C. Norfolk, Va. 
Chattanooga, Tenn. Philadelphia, Pa. 
Greensboro, N. C Richmond, Va. 
Jacksonville, Fla Saltville, Va 
Knoxville, Tenn Washington, D. C. 
Memphis, Tenn. 


MATHIESON CHEMICALS 
Serving Industry, Agriculture and Public Health 











NIAGARA 
*“NO-FROST” 


* Trade Mark Registered 
PRE-COOLS, FREEZES, CHILLS or HOLDS your 
product in safe cold storage; saves all costs and trou- 
bles caused by frost formation. Not just a “de-frost- 


ing” device but a completely frost-free Method. Write 


NIAGARA BLOWER COMPANY 


Dept. NB, 405 Lexington Ave. New York 17, N.Y. 








P&R Bottling Equipment 


Rugged ... Economical... Reasonably Priced 


Deluxe Water Cooling Unit Soaker Loader 

Standard Water Cooling Unit Conveyor Inspection Light 
Unscrambling Table Manual Inspection Light 
Carton Packing Machine Activated Carbon Purifier 
High Speed Beverage Mixer Sand Filter 

Standard Beverage Mixer Syrup Cooler 

Water Conditioning Unit Salvage Pump 


EACH PRODUCT IS BACKED BY 26 YEARS EXPERIENCE 
SERVING BOTTLERS 











write NOW | POTTER & RAYFIELD, INC. 


FOR DETAILS | po BOX 1042, ATLANTA I, GA. 








M il $] for a Trial Gallon 
al of Bottling Syrup 
Prove Marbert is a Great Cola. Get this test gallon 
Bottle and taste it. Send a dollar to Marbert Products 
Inc., 19 E. Lombard St., Baltimore 2, Md. Offer good 


in United States and Canada only. Syrup available for 
Test Only. Marbert sold in Concentrate form 


You Can't Buy a Better Concentrate Than 


MarBert Coa 


The best way a bottler can open his front door in the 
morning—is with a smile. 

The quickest way to knock yourself out of the bot- 
tling business is to start knocking your competitor 
down the street. 

Too many bottlers nowadays smile at their bank ac- 
counts instead of the customers. 

Remember, there’s still one loophole left for the bot- 
tler who is tired of paying a large income tax—he can 
stop working! 

Definition of civil service: Something every customer 
should get in your plant. 

A bottler who wins an argument with a customer, 
always loses! 

It's not so bad for a man to be stubborn as long as he's 
not right at the same time. 

It’s important for a bottler to know where he’s go- 
ing—but he should know where he’s been, too! 

A boss is the fellow who thinks he has to come down to 
the plant whether he's sick or not. 

An hour is something a wise bottler invests and a 
foolish bottler squanders. 

A bottler who keeps putting things off until tomorrow 
spends all his life trying to catch up with yesterday. 

A lot of bottlers have a one-track mind—Tanforan, 
Hialeah, Santa Anita. 

The most expensive thing in a bottling plant is cheap 
help! 

A bottler who gives his plant a good sweeping every 
day usually cleans up in the business. 

The way things are these days a bottler has to be a 
prophet to make a profit! 


First Choice With Those Who Know ~~ =~ 


a 6-CASE 
BEV-FOOD 
With 6 


COOLER S Cririserator® 


Efficient WET or DRY operation 
Five-sided refrigeration. 
Three-inch fibre giass insulation 
Five-year warranty on the hermet- 6-CASE 
ically sealed, permanently oiled ° 
compressor at no extra cost. Saves BEV-COOLER x 
you $5.00. 
Mass produced by America’s largest 
manufacturer of private brand refrig- 
erators. 
Write today for literature and prices. 
. 
24-CASE 
BEV-MASTER 
MANUFACTURING CORP. 


1125 E. Kibby St., Lima, Ohio, U.S.A. 
*Trademark Reg. U. S. Pat. Off. 


~ 
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CLASSIFIED 
ADVERTISING 


SPECIAL 
ANNOUNCEMENTS 


CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 

INFORMATION 
ON CLASSIFIED ADVERTISING 
e For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number large quantity 24/7 oz. cases ‘2 depth 
is not included in word count. A num- wood partition, excellent condition. 
ber, or group of numbers is considered 3000 cases 29 oz. flint and e.g. full or county in serial 
as one word. Va oe. ritory 
e Orders for classified advertising 7 oz. flint sodas—1000 full depth Cs. 
must be accompanied by payment. Tall 12 oz. flint—3000 full depth Cs. 
12 oz. ACL steinies—5000 full depth Cs. 


BOTTLERS’ 


WE BUY 


FOR SALE.— Bottling plant located deep in the 


TRADING POST 


SELL - EXCHANGE 


peration 
mm ot 300, 
iccounts,; 
1 Hic 

ent 

e 


SPECIAL: S $10,000 < 


BON 


cattle-raising, agri 

etween two new onl field 

IMS Dixie 
Meyer 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 


MACHINERY 
12 spout Red Diamond Filler with a fully 
automatic, 6 wide, Sturdy Bilt 
S. S. Tanks 100-400 gal. capacity 500 
gal. Cem Saturator. FOR SALE.--Complete modern 


for these columns. 
P 3 ton York Water Cooler, 2 yrs. old. plant located near Hartford, 
e All advertisements appearing in 2 


these columns are bona fide. In an- 24 Spout Red Diamond Liquid Filler. 
swering same, please take notice that 
letters must be sent to the box num- 
ber, initials, name or address given by 
advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 

e Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address. 


years by same 
} Spring water and 
| flavors Private Brands; 
al bubbling spring ‘ 
capacity 70 gall ns 
> trucks; busines 
ings always opera 
ampl le ro or expansion; $100,000 ca 
| includes oximately Br ge invent 
ment and 








BOTTLE & SUPPLY CO NC 


AVE BROOKLYN 9, N.Y 
BEACHVIEW 8-345 





equired 
equip 

1 real estate. 
ASSOCIATES si Fagm: 
arth t it 





ington 


FOR SALE.—-Bottling 

Penna., in to 
ounties 
yximately 


Avenue, West Hz 


iT IS INCOMPARABLE! 
A-1 Cola Base Concentrate 


iorth- 

ser- 

rinks, 
‘per 


plant ated ir 
wn of 9,000 7 l 


three popular franc 


forwarded. 
NATIONAL BOTTLERS’ 
GAZETTE 
9 East 35th Street, New York 16, N. Y. 

















FOR SALE 


Business Opportunities, Bottling 


wih SALE 


Texas plant 
est Texa 


200,000 


FOR SALE 
) 


erating R ist DR 
LOVE COMPANY 


4 able A 
BOTTLIN¢ 


FOR SALE 


$1.00 


FOR SALE 


July, 1951 


Establishments 


ent; now 
PEPPER 
Mus 


All answers we = ” | selling appr 
sent in care of this office are promptly The Cola of Superior Flavor | ating five 


write for free sample te 
CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, Ill. 








FRANCHISED DRINK 
AVAILABLE 


Established |9 years with 45 bottlers. Lack of capital pre 
vents expansion. Present sales show $8000 gross profit an 
nually. Will sell all rights for one year's gross profit and 
permanent small royalty. 

BOX 513, c/o NATIONAL BOTTLERS' GAZETTE 
9 E. 35th Street New York 16, N. Y 


trucks, four 
M0) or. bottles 
} 


new, tl 
and case 

20 
rup room equipment. 


_FOR CALS. 
pment 

ed back th 
to retire 


70.000 cases per 


everage 


filler D&L 


vendor erviee, 
XYZ, BOX SP. 


ant, good 

get price 
: ‘ 

city; 











Chailes S JACOBOWITZ @. 


3071 MAIN STREET BUFFALO 14. N. 7 AMHERST 2109 


LOST our LEASE! SALE! 


We Must Move EVERYTHING in qur 
NEW YORK warehouse. SACRIFICE 
PRICES — WASHERS, FILLERS, 
COOLERS, LABELERS. 


All equipment in our New York warehouse 
must be moved immediately. The building 
has been sold! Rather than move the equip- 
ment to Buffalo, or place it in other stor- 
age, we prefer to cut our prices. Every- 
thing will be sacrificed at any r bi 








FOR SALE 


Materials, 


Machinery, Apparatus, 


Bottles, Boxes 





FOR SALE.‘ 


hinery 


omplete unit 
consists of 
ever Dum e washer, 
gal. per hr 

P quipment ; 


cap 


au 


8-wide 
Cem 28 filler 


plenty of conv 


pumps, stainless steel 
is nae inery was bought new 4 yrs zo 


in operation now 
as always been well nm 


go BOX 501.—6.-2 


itisac 


natic bottling 
mpartment 
12-head 
water 


aintain 





FOR SALE. 
rffer als 2 
TAN) cases ang 
case GRAPE fr 

| KOSH, Wise 7 


OOO cases Grapett 


Boe SALE. Ret 1 
Ke n r. inspect 
SERVICE CORP 

Island City 1, N. ¥ 





price. (Our general offices, factory, and 
warehouses will continue to be located in 
Buffalo). Space doesn't permit listing every- 
thing in New York—write or phone for 
complete list. 





Sewing American Industry for over 30 Years 


FOR SAL E ‘Rebuilt 
Red Diamor 
BOT rl ° RS 
iB Long 


Liquid 
SERV I¢ 
nd Cit 


~ FOR SALE. Ret 
Vixie; ( nsf 
SERVIC i 

Island City 


CORP 
l 


154) gr. Grapett 


bottles an 
“BOT PLING 


1aranteed 


vited 
vite 


CORP 
N. ¥ 
Model F 
BOTTLERS 
B Le 














ie Crane FOR SALE factory tabuil, October, 1046; wie bovtie aplite e 
D RY | Cc E 4000-gr. 8 oz. emerald green sodas, packed two diter. sow aseli 197, 000 coh: 1 Del 8 ede 
doz. cartons sher, new 1947; capacity 80 bottles minute; 1 
C '@) N V E R T E R S 10,000 cases, 24/7 oz. flint sodas, ACL “Joe Louis” < 148 ut aS Cakes pg ge kang 
Save Up to 60% of CO, Cost! 800-gr. 7 oz. emerald green “ACL" water shape aan eer Bade ~  tggto ge lex a 
10,000 cases 6/64 oz. amber steinie bottles Mpg Pracdaly Sar » 2020 Abundance 
Other lots flints 8 oz. sodas available - - : 
HEADQUARTERS FOR BOTTLE BARGAINS! wit sutsnul framinne unl’ thivorss ait equips 
1. BASKOWITZ BOTTLE CO., Inc. ee Sok ae 
1301 Grand Street Brooklyn 6, N. Y. 





FOR SALE. 
nodel S6MLI q 
works: this is : lso Filter press and 

for list M. P. 


ther exce n 
BOX 518.—7 








FOR SALE.—Bottle 
We Will Buy At Any Point 190" be 
Any Quantity of Emptied 10-Galion Grapette, kite 
WRITE FOR FREE FOLDER | Double-Cola, and Pepsi-Cola Metal Cans; FOR SALE 
describing how you can save aad Also Wooden Kegs, Barrels and Steel |- OM 1. BOX S1i 
money. Gives complete construction, Orems. ‘ : ; 5 
erati detail : SALE 20 « Miller soaker, 2 Dixie 
oe aren | BUCKEYE COOPERAGE CO, OR See i, Peta hee 
| 3803 Orange Ave. Cleveland 15, Ohio ° 


York.—M. I., BOX 510- 


We 


nternational trucks 1948 t 150 1 Stude 
ake 1048 15.0) « ur ttle 10-02 bott 

l MISSION ORANGE BOTT 
west First t it 


ot Oklahoma 





FOR SALE.—Approx. 33 gross Hires yz 
IS x Mission 10-0z., 3 gross Mission 7-oz. 
t washed and in cartons; $3.50 pe zross | 
FOR SALE int. WHISTLE VESS BOTT. CO., 1 
t Ark.—7.-1 


Rock ‘ 








Approximately 1000 gross 6!/,-ounce capacity, |4-ounce 
weight, emerald green sodas initialed on the shoulder, 7 ss x 
packed paper crate service cartons; also 2500 wood shells FOR SALE.--1 Liquid fetime carbonator 
for 32-ounce amber Steinies. TT rc toi cag ATE lly ery mae pusehaypens $300.00 
SIGNER BOTTLE SUPPLY CO. | $300.00--IMPERIAL BEV. CO. 234. Orchar 
Wilstach & Dalton Sts., Cincinnati 14, Ohio St., Rochester 6, N. Y.—7.-1 
Phone: Cherry 6227 





FOR SALE. Davy utomatic sing machine 
nove N  SEFVICE 0.00; will accept any 


1 
BOTT co 





ALWAYS BUYING 


Seda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO, INC. scactimcst tr b. 


SALE lia) ur M. I ROX DOT 
‘ t 399 Genesee St. Buffalo 4, N. Y. 
<TRIBI 





FOR SALE 
20.20, type t 


representing 
BOX 





FOR SALE 
400 gross 7'/2 oz. Tall Flint Sodas, New 
700 gross 8 oz. Tall Flint Sodas, New ew years or 
400 gross 32 oz. Clicquot Style Flint Sodas, New 7.1 
10,000 Cases 8 oz. Green & Amber Export Shape Beers | 
Packed in 2 dozen fibre cartons s 
5,000 Cases 7 oz. ACL Sodas, 24 to a case, 9'' tall in FOR SALE.—Meyer Dur 
Full Depth Cases t. washer uilt in “3%; good conditio 
1,200 Cases 8 oz. ACL Steinie Shape in 2 Depth new NEAPOLIS BOTT. CO., Mpls., Minn 
cases | — — 
7 ! 
ee ee ee FOR SALE. Meyer Dun 
wa I pints only 
We Buy All Surplus Bottles & Crowns BOTT. CO., My 


PENN BOTTLE & SUPPLY COMPANY 
5619 Cherry Street Phila. 39, Penna 


FOR SALE.—Meyer 
cap. 85 bpr juart 














FOR SALE ower nd saw designed t it 
wh-I ike ft dry ice; $175.—MPLS. BOTT 
CoO My Minr 





FOR SALE.—10 40 
A-1 condition; now : 


: week: 
BOTT. CO Kn 


CONSULTANT “FOR SALE 


Preparation and Production of Carbonated Beverages | =F ROSTIE Rot 
Leading U.S. A. and Foreign Manufacturers sara sengedeny 
‘erved. 
as Sask alee DR. FREDERICK H. POLLACK 
$40.00 ~BOTTLERS Lorree Laboratories 
I etor Beutevard Leng iste 








FOR SALE.—D.&L. 8-wide 
iatic unloa ay 10) cases per 
- ndition, machine 3 yrs d; priced for 
Por : i. Pa LE ROY BOTT. WKS Le 


8-28 Astoria nd City, N.Y. | > 
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CLASSIFIED pan a eee CLASSIFIED 


to a complete plant... 
ADVERTISING ina hurry! ........ ADVERTISING 


160 | LA . FOR SALE.—Dixie F; Dixie D; 6 wide Heil 

as ese 3 washer; 250 gph Cem saturator, 2% ph Liquid 

PPE R BOT | pone Red Diamond carbonator; 5 hp F Frigiftre water 

PI Rows 1 ff cooling unit; connecting bottle conveyor and ac- 

cumulating table; also have a 12-spout Red Dhia- 

mond in very good condition; most ¢ ae 7” 
; ’ been completely rebuilt— K. K., BOX 459.—38. 

FOR SALE eveland ‘ washe : 


1.7%") prsal \washer 5-wide, 
: nt condition, 
asher, 5-wide, 
$3,000; must sell 
has arrived ee ae 


$6) OK) epar . 


G10 Wade Park y FOR SALE.—20-spout Cem filler; Sw2c Meyer 
Dumore washer; 12-head Cem mixer; 2 24” Loo- 


‘ mis-Manning water filters; Terris water polisher; 

FAG ORY io REBUII T World Rotary automatic iabeler ; CCS rotary ac- 

. — . . iia ani , = ‘ cumulating table; 2 90° conveyor turns and one 
FOR SALE em sata Aeietig h : 45° conveyor turn; 200 gal. sta 5 


stainless steel tank, 


and 6 disc Star Liquid sirup filter; first class con- 
EQUIPMENT' dition; complete line or part of it— K. L, BOX 
457.—3.-1. 


t FOR SALE.—Standard Knapp bottle packer, 

aves You % 4 lane leit hand discharge, with ® sets of Change 

s parts; new 1941 20 volt 60 cycle 3 phase; 

weatherproof pon f ah ry good condition; very 
reasonable.—K. G., BOX 455.—3.-1. 

24 spout Red Diamond Filler & Crowner Sear hageeaiait: Sean anwar 

FOR SALE. — 40-spout Liquid low pressure 

2-24" Loomis Manning Water Filters siruper and filler with 8-head Liquid crown 


er 
1,000 gph Liquid stainless steel carbonator; 26 
4W2C Meyer Dumore Washer head Liquid bottler tumbler; 2 30-” Permutit water 

filters and misc. roller skate and solid roller case 
20 spout CEM Filler & Crowner conveyor; all of this equipment to be pe finpoaee 
reasonably as a unit or separately.—K 


250 GPH Red Diamond Stainless Car- 456.—3.- 
bonator 


Dixie Model “F" Automatic Filler FOR SALE.—Liquid Red Diamond 24 spout 
filler and crowner; Sw2c Superkleen washer; 500 
8W4C Ot Meyer Dumore Washer h Liquid Lifetime stainless carbonator; 16 head 

fFitter endall beverage tumbler; 2 60-gal. stain- 


6 DISC STAR SYRUP FILTER less tanks; 2 100-gal. stainless tanks; Liquid auto- 
= matic labeler ; other miscellaneous equipment; 
2-30" Permutit Water Filters priced very reasonably ; ineuiey for any of the 
units; must move.—K. J., BOX 458.—3.-1. 
12-Head Cem Mixer 
World Rotary B-N-F Automatic Labeler 
FOR SALE.—Cheap; need the space; 24-oz. 


40 spout CEM Filler & Crowner ACL bottles, white and green, 1 name; about 
14,000 cases in wooden shells with wooden or paper 


swo2c Liquid Superkleen Washer partitions; make us an offer.—THE GOSMAN 
ye . ¥ >O., 800 Debelius Ave., Baltimore 5, Md.—6 
& wide Heil Automatic Washer 


24 spout CEM Filler & Crowner 
FOR SALE. =i 17-head Liquid mixer; in per- 


250-1000 GPH CEM Saturators fect running orde putting in one for electric 
eye ATL ANT ic. BOT r. CO., Villisca, Iowa. 
40 spout Liquid Low Pressure Filler 6.-3 


Permutit Water Filters 


FOR SALE.—Complete line of replacement 

5 HP York Water Cooling System parts of Shields filling machines; also rebuilt one 

and two head hand feed machines and 1 head 

28 CEM Filler & Crowner automatics.—M. E. WATKINS, 1210 Prospect 
Liquid “O & J" Automatic Labeler St., Castle Shannon, Pittsburgh 34, Pa.—3.-6. 


120 CPH Sturdy-Built Automatic Washer es eres - ata 


FOR SALE.—250 g.p.h. Liquid Red Diamond 

aw2e Liquid Superkleen Washer carbonator, $400; Liquid Instantaneous water 

" cooler and 10 h.p. Freon compressor, $1,750; ve 
500 GPH Liquid Lifetime Stainless Car head Liquid beverage mixer, $800;" 2 "122 
bonator beverage bodies for 12-oz. $75.00 ea. '—DR. P Fy P 
: : PER BOTT. cO.. Alexand La.—2.-1 
1000 GPH Liquid Recirculating Stainless er ae 
Carbonator ee -- 


et i t ne hoc ate price 
DENISON DR. PEPPER BOTT 
r le 7.-1 


ag Bain a elawat *ul ttles, new and 
eer Uy 1000 gr.; Dr. Nut 

“100 gr 2 t bottles cases; all in 

wing bott! ng ma 

ine and water cooler— 

c nator $400.00 

$100.00 (1) 100 gal 

agitator $150.00; (1) 

1) Tw ce art 

$600.00 1) Co: Gas He ater 


fu 
te DR PEPPER. BOTTLING “COM. 


Texa 
FOR SALE. —-1,000 
flint s ttles 4 


Loo 
600 t 
QW ¢ 
LD 

64 

W 


Cola 7 oz 

S PROTECTIVE ™ ‘ z 
i, O 15 HP Red Diamond Instantaneous FOR SALE. 

Water Cooler 12 spout Red 

SuperKleen Liquid 

bonator with 7% hp Carrier 

1 Refinite De r; all oquipesen in con 

te dition ; availat ediately ( PrER COLA 

“: ‘ 2852 Dor St.. Omaha, ch 

000 cases Dad 


_ packed 


case t bottles = 
oe. |PPIRSTENBERG | 16:50 soo ueeonen, 
size and P 


24 pocket shells; 2 cas t ACI 40 


A 
BOTTLERS’ EQUIPMENT CO.ING. 9°: t a = ad “ ket hell ( “a ” "E | COLA 
301-307 Powell St., Brooklyn 12, New York 
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CLASSIFIED etn st Sestoaen CLASSIFIED 


2000-—Lee Stee! Half Barrels, 1947's, 48's, 49 s 
15000—Wooden Export Cases. paper pertitions 
ADVERTISING 1500—Aiumiaum helt Berreis ADVERTISING 
1—€rmoid & wide Labeier 
3—-Woeorld Labeiers, qts. & pts. in operction ot 
present time. Can be inspected 
500-—Gross 7 oz. Brown Export Botties 
1—12 mide Seoker, qts. aad pts 
—— 
GIRARD MACHINERY & EQUIPMENT COMPANY 6 WANTED 7 


134 S. Second Street Reading, Pa 








Buy — Sell—_ Exchange 


BOTTLES--SUPPLIES | 
WANTED TO BLY M. WALSH 


Gurlits, Bottles, Boxes, Machinery, Materials | $201 4th Ave. Brooklyn, WN. Y. 


SH 5-5856 | HELP WANTED 


Feoremen Helpers, Practical Bottiers, Saiecamer 








HELP WANTEI 





PRICES REDUCED 
CITRIC ACID U.S.P. 59c LB 
TARTARIC ACID U.S.P. 57c LB 
(all stendard makes-Granular) 


BENTON-LEE CORP 
109 COOK ST., BROOKLYN 6, Ww. Y 








FOR SALE 


l—Liquid Washer, 8-Wide, 3-Comp. Ot» 

1—Meyer Washer, 8-Wide, 3-Comp. Ots 

1—Liquid Washer, 16-Wide, Ots 

1—Yundt No. 25 Automatic Torpedo Pasteurier 

4—Liquid and O & J Rotary Duplex Labelers 
~Manton Gaulin Homogenizer No. 125 CGD. stain 
less steel, New 

1—Itafilco 12 dic. Filter with 12 Hydrodeorce 
Purifier, pract. new 


15—-Stainiess Steel Storage and Mixing Tanks from 
60 gal. to 500 gal 


PERRY EQUIPMENT Corp HELP WANTED.—Saiesmen: new progressive 
1519 W. Thompson St Philc. 21. Penne flavor house wants representation. al) burt 
England States severa speciaity items 
portunity. ATLANTIC EXTRACT C 
13% Fulton § Boston 13, Mass. —5 


3 v.-t 





good 
O.. IN 


- - ~~ ; HELP i Salesmen wanted olds 
' pena E EES Why Pay High Prices for CITRIC ACID side line or full time.— ESSENTIA L PRODUCTS 
IMMEDIATE DELIVERY — LOW PRICES WH TSO Cae wes ectandencaiacanian ‘ 
pless Steel Tanks, from 50- to 1,000-gallon Dr. Weber’s ACIDIFIER HELP WANTED 


8. OF ACIDIFIER EQUALS LB. CITRIC ACID 





POPPI III IEEE 


vt 
Use '/; vid ounce to replece ounce 50%, 
Citric Acid Solutior 


Price 24c ib. in berrels F.O.B. New York 


PORRE PRODUCTS CO., INC. 


oF pod apg 9 Milephene Camel C7330 WORK WANTED 


Situations — Salesemen, Bottlers, Foremen, Helpers 
ide Liquid Washer 
ats only 

















WORK WANTED 


Washer, spite 10 = FOR SALE 


Case pe 
r, D & L Washer, Liquid Cart 
syrup Gliers and 


> cermress sted 600 gross of new Dew botties 
mold Labellers, right and left-hand, late models 1400 ceses used Dew Botties in two dozen 
labelling attachments fx ios l2-os and 2 depth cases 





edel “RB” Seturate 5 O0e welts mee hous 800 cases used Emeraid Green Hi Spot == apace 


2 Eleciric-eye P eductometers botties packed 28 botties in ‘2 depth MISCELLANEOUS 
3 Durant Botile Productometers cases 





Several sets of Water Fihers, Pers 75 gross new Hi Spot Emeraid Green bot- 

tional, from 500 to 1,000 gallons tles packed '/2 gross in original cartons ; MISCELLANEOUS 
All equipment ow as. Tell us your requirements from factory 

What de you have to ? 


PHILADELPHIA MACHINERY COMPANY R. PELTZMAN BOTTLE CO. 
30 1721 Holmes, Kansas City, Mo. 


wutit and Interns 
per hour 
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FOR TASTE IMPROVEMENT... 


FAR-WESTERNERS, TOO LAL . 


PFIZER ACIDULANTS ‘ 


From Sunset Boulevard to the Boston Post Road, Pfizer 
Quality Acidulants are country-wide favorites for improv- 
ing the taste of fruit-flavored beverages. “Treated” this way, 
even the best flavors get a taste-tingling lift. What’s 
more, free-flowing, non-caking Pfizer Acidulants dissolve 


fast ...cut costs... give you even acidulation every time. 





= a 7 


ben CO whe —h 


@. PHAN 


ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR - CAFFEINE 








CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6,N. Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF. 








CLASSIFIED tessa se Ss Osea CLASSIFIED 


2000—Lee Steel Half Barrels, 1947's, 48's, 49's. 


15000—Wooden Export Cases, paper partitions. | 
ADVERTISING 1500—Aluminum Half Barrels. ADVERTISING 
1—Ermold 8 wide Labeler. } 
3—World Labelers, qts. & pts. In operation at 
present time. Can be inspected. 
ross 7 oz. Brown Export Bottles. 
= 1—12 mide Soaker, qts. and pts. — - = 
ee ee eee nae | GIRARD MACHINERY & EQUIPMENT COMPANY | |‘ area To. BUY. aie wish ¢ 
tt depth box: 300 boxe st Ac 32 oz 134 S. Second Street Reading, Pa. advise quantity and price.—DELCO BO) I 
1(nM) Ft R 10 Anawan St., Fall River, Mass 7.2 
BEVERAGE DEALERS PRO } 
BOX 1611 P c 








het cdl ay “=o BUY Seltzer 
‘ lar lain 


"STEINBERG 
N. ¥.—7.-1 





Buy — Sell— Exchange 
= | BOTTLES—SUPPLIES 
WANTED TO BUY M. WALSH 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 8201 4th Ave. Brooklyn, N.Y. 


WANTED TO path Beverage SH 5-5856 HELP WANTED 


specify quantity ave. make. 1 € wher Foremen pPrrceacttied Practical Bottlers, Salesmen 
purchased and price wanted I 
ee 











HELP WANTED —Salesmen 


water 


). 0, 


U WANTED, 1 geet megan a gi age PRICES REDUCED 525.7 
on MANSF tel v3 BOTT os CITRIC ACID U.S.P. 59c LB HELP WANTED.—P: 

TARTARIC ACID U.S.P. 57c LB Riek: Guise te ane 
- oi rain BEN (all standard makes-Granular) clean and ! efficient of 


bot tate t rove it; plant located : 
ERAGE CO., 3410 W. Lake St, Chicago 24, I BENTON-LEE CORP. 5 in’: web eonine: Sa 
109 COOK ST., BROOKLYN 6, N. Y. tal status and reference M 








bor igahars TO BUY 7 








WANTED TO BUY 


Ea ast Ss eastern State er 75.000 





igie frat e 7Up, et vate labe f HELP oe Northern ( 
articulars in f t re M. A., BOX 503 7 preter exper em 20. DI Ss 





making, water treating, etc write eg ng refer 
ro + it tate ine experience Arita tatus 
; aks" as. we a a: gp a cae FOR SALE DR. PEPPER BOTTLING COMPANY, 
prc : cee ee ton, Cal.—%.-1 
F IRSTE N RE Ri 5 BOT TLERS ra IP 1—Liquid Washer, 8-Wide, 3-Comp. ts. 
( w1-307T Powell St, B yn N. ¥ 1—Meyer Washer, 8-Wide, 3-Comp. 9ts. HE LP WANTED Man t 
1—Liquid Washer, 16-Wide, Ots. nake extracts; al 
79 1—Yundt No. 25 Automatic Torpedo Pasteurizer. 
WARTED 20 BUT Mikey. | 4—biquid and © & J Rotary Duplex Labelers. 


Mr to : 1—Manton Gaulin H geni: No. 125 CGD, stain- 
less steel, New. 


cations ila 
BACON. BOTTLING COMPANY 
t Conn.—7.-1 





-_ ae * z . a HELP WANTED.—Mechanic; experienced on 

WANTE D TO BUY att ae a 1—tnfilco 12°° dia. Filter with 12°' Hydrodarco labelling machines of all makes; also some knowl- 

bs ling u Purifier, pract. new. edge on other types of bottling equipment; steady 

BOX 75 eae > : M 15—Stainless Steel ~~ Soe and Mixing Tanks from employment; state age and experience; location 
; ‘ 0 gal. to 500 g N. Y. C—K. F., BOX 454.—8.-1. 


‘ ul 


WANTED TO BUY.- Crow ips, _ rejects, PERRY EQUIPMENT CORP. HELP WANTED.—Salesmen ; 


new ——_ 
— he tO. ts 1519 W. Thompson St. Phila. 21, Penna. flavor house wants representation, all but 

e - fe Kare IONAT v + N England states: several specialty Rome: need oP 
Ribas ga tg portunity.—ATLANTIC EXTRA 

i 3 , 134 Fulton St. Boston 13, Mass <4 i 


ania ceeeieaicaameammmeman cameraman . a. ANTES. —-Seteemes wanted; old Rn 
Why Pay High Prices for CITRIC ACID side line or full time. ESSENTIAL Frobucts 

IMMEDIATE DELIVERY —LOW PRICES WHEN YOU CAN USE veritatis nats venearokst 

New Stainless Steel Tanks, from 50- to 1,000-gallon Dr. Weber’s ACIDIFIER HELP WANTED.— Bottle 


capacity. = fan ir WwW 

1 Complete 28-spout CEM line, 2% years old, for 1 LB. OF ACIDIFIER EQUALS | LB. CITRIC ACID [ SE VEN-1 P 
splits, pints, and quarts | Use '/2 fluid ounce to replace | ounce 50% St., Bet er P 

1 24-spout Liquid Low Pressure, adaptable to three Citric Acid Solution 


sizes. Price 24c Ib. in barrels F.O.B. New York 
40-spout line, from splits to 12-02 


24-epout CEM, rebuilt TORRE PRODUCTS CO., INC. 
pation dogg pear 52 Wooster St., New York City 
Potter & Rayfield Cooler, 250 gallons per hour y ” T T' 
Mojonnier Carbo-Cooler, 20-ton capacity, 2% years og ane SE CAnal Lo WORK WANTED 
old. . 
24-spout Red Diamond Filler; 8-wide Liquid Washer, Situations — Salesmen, Bottlers, Foremen, Helpers 
with Potter & Rayfield Cooler—pints only 
Jumbo Model “E” 6- head Crowner, like new ee - 
i y Ae i Tables, motor driven. . WORK WAN TED.—A 
4-wide Meyer-Dumore Washer, splits to quarts. ~ —. oS F5 
Complete 50-case-per-hour bottling plant, consisting FOR SALE 
of Burns Filler, D & L Washer, Liquid Carbonator, 
Ermold Labeler, syrup filters and 2 stainless steel 
tanks (55 gallons each). 
Ermold Labellers, right and left-hand, late models, 1400 cases used Dew Bottles in two dozen 
with labelling attachments for 7-oz., 12-02., and ‘2 depth cases. 
quarts. 4 } 
CEM Model “B” Saturator, 1,000 gallons per hour 800 cases used Emerald Green Hi Spot } 
Eleetric-eye Productometers botties packed 28 botties in 2 depth _MISCEL LAN EOUS — 
Durant Bottle Productometers cases. 
Several sets of Water Fihers, Permutit and Interna- 
tienal, from 500 to 1,000 gallons per hour. 
All equipment owned by us. Tell us your requirements 
What de you have to sell? 


PHILADELPHIA MACHINERY COMPANY R. PELTZMAN BOTTLE CO. or details 
3034 N. Boudinot St., Phila., Pa. 1721 Holmes, Kansas City, Mo. , 5 



































600 gross of new Dew bottles. 








75 gross new Hi Spot Emerald Green bot- 
tles packed '/2 gross in original cartons MISCE L L ANE OUS — | 
from factory. me ‘ 








120 National Bottlers’ Gazette 





yat» & 4 «PES ey 
ee a 
FOR TASTE IMPROVEMENT. os 


x 
e FAR-WESTERNERS, TOO Fur Wee’ 


with 


PFIZER ACIDULANTS 


From Sunset Boulevard to the Boston Post Road, Pfizer 
Quality Acidulants are country-wide favorites for improv- 
ing the taste of fruit-flavored beverages. “Treated” this way, 
even the best flavors get a taste-tingling lift. What’s 
more, free-flowing, non-caking Pfizer Acidulants dissolve 


fast... cut costs... give you even acidulation every time. 


over) 








Wma "| 


wre Pro te eo 


2. PMR “42- 





ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE 


CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6,N. Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF. 





























BUT WHAT’S IN THE JUG? 


When it comes to the selection of lemon, you 


can compare every claim and every cost with 


The trade’s standard of quality for 67 years 


The original 
. Pure, natural 
. Terpeneless 
. Concentrated 

Delicious 


. Profit-producing 


For any type lemon drink, come right to head- 
quarters — straight lemon in various concen 


trations — blends with limes in any proportions. 


& Yenhs 


JACKSON . MICHIGAN 















































